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belong  to  Philishave,  Britain's  best-  AAA 
selling  dry-shaver. 

With  about  half  the  market,  you  might 
have  thought  we'd  be  content  just  to  rest  on  our 
past  achievements.  But  we're  not. 

That^  why,  in  1979,  Philishave  will  once 
again  be  the  most  heavily  advertised  electric 
shaver.  Well  be  spending  more  than  ever  on  TV 
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to  dispense 
Weddel  Insulins. 


—  because,  we  manufacture  to 
exacting  standards  and  are  one  of  tfne 
few  truly  British  companies  specialising 
in  the  application  of  natural  products 
to  medicine. 

-  because,  as  a  result  of  widespread 
hospital  use  there  is  increased  retail 
demand. 

Many  retail  pharmacists  are  already 
aware  of  the  benefits  of  our  direct 
and  personal  service,  .  .  .  can  you 
afford  to  be  different? 
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COMMENT 

Selling  beauty 

This  week's  C&D  contains  the  first  issue  of  the  new  look 
Beauty  Business  supplement,  part  of  our  continuing 
programme  of  development  in  the  service  offered  to 
subscribers  and  advertisers. 

Beauty  Business  will  be  published  more  frequently  this 
year  and  will  contain  a  wider  range  of  subjects  than 
before.  Not  only  will  we  be  featuring  two  main  themes  in 
every  issue  but  we  will  also  be  taking  a  more  detailed  look 
at  some  of  the  Counterpoints  stories  that  have  appeared 
in  recent  weeks. 

We  hope  that  subscribers  will  enjoy  reading  Beauty 
Business  and  that  it  will  be  passed  on  to  staff  so  that  they 
too  can  benefit  from  our  investigations.  One  of  our  aims 
is  to  add  to  counter  assistants'  interest  in  the  business  in 
which  all  are  involved — the  business  of  beauty! 

Beauty  selling 

Above,  we  talk  about  the  business  of  beauty — and  for 
those  engaged  in  the  creation,  production  and 
distribution  of  cosmetics  it  is  a  business.  But  for  many 
people  in  the  industry  and,  most  importantly,  for  their 
customers,  it  is  much  much  more.  Attempts  to  reduce  the 
whole  ambience  to  terms  of  oils,  waxes  and  water  do 
nothing  for  the  woman  who  is  herself  seeking  to  create 
an  "image"  by  use  of  the  industry's  products.  Which? 
has  tried  many  times  to  turn  consumers  towards  the 
cheapest,  "no-nonsense,"  unpackaged  end  of  the  market, 
but  there  remain  those  who  actually  enjoy  some  of  the 
"nonsense". 

The  same  goes  for  the  selling  environment.  Sainsburys' 
pressure  to  secure  the  right  to  handle  agency  and 
specialist-outlet  cosmetic  brands  (last  week,  p332  and 
this  issue,  p373)  is  merely  an  admission  of  those  brands' 
success. 

Even  the  multiples  which  have  sought  to  satisfy  the 
down-to-basics  end  of  the  market,  have  often  added 
ranges  slightly  further  up-market — Woolworths  launch  of 
Tu  to  complement  Evette,  for  example.  If  grocery  chains 
are  to  be  allowed  to  cream  off  the  profitable  lines  fnom 
the  top  ranges  (and  they  are  unlikely  to  be  interested  in 
the  "service"  lines  except  in  the  very  largest  stores)  then 
those  very  ranges  will  be  destroyed  in  the  process. 
Cosmetics  manufacturers  must  resist  this  pressure  in  the 
interest  of  everyone. 
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NOT  urges  Lords  to 
oppose  Sundays  Bill 


The  National  Chamber  of  Trade  has 
called  for  a  nationwide  campaign  to  show 
the  House  of  Lords  how  strong  opposi- 
tion to  the  Sunday  Trading  Bill  really  is. 
The  NCT  is  proposing  a  spend-now-save- 
later  move  by  anyone  who  would  be 
affected  by  the  proposed  amendments 
to  the  law — they  should  write  to  Peers 
urging  them  to  oppose  the  Bill  at  its 
final  reading. 

NCT's  director  general,  Leslie  Seeney, 
claims  the  Lords  have  allowed  them- 
selves to  be  "beguiled  into  accepting  the 
Bill  and  thinking  all  its  suggestions  can 
be  put  into  motion  without  any  cost  to 
the  customer.  Not  only  that,  they  have 
done  so  in  the  face  of  a  National  Con- 
sumer Council  survey  which  showed  con- 
sumers don't  want  Sunday  trading." 

Sunday  trading  debate 

Lord  Ponsonby's  Shops  (Sunday  Tradmg) 
Bill  would  perpetuate  a  situation  in 
which  chemists  shops  could  open  on 
Sunday  but  are  not  permitted  to  sell  the 
full  range  of  their  stock.  That  was  said 
by  Lord  Boston  on  behalf  of  the  Govern- 
ment in  the  House  of  Lords  second  read- 
ing debate  on  the  Bill  last  week  (see  also 
C&D  March  17,  p333). 

Lord  Boston  pointed  out  that  the  Bill 
proposed  to  remove  restrictions  on  the 
sale  of  toilet  requisites  in  chemists,  but 
that  differed  from  the  Crathorne  Re- 
port's recommendation  that  dispensing 
chemists  should  be  allowed  to  sell  any 
goods  on  a  Sunday,  but  only  for  a  two 
hour  period. 

Introducing  the  Bill,  Lord  Ponsonby 
said  the  aim  was  to  remove  anomalies 
in  the  present  Shops  Act  and  to  legalise 
abuses  which  public  opinion  appeared  to 
have  accepted  should  be  allowed.  It 
proposed  to  liberalise  Sunday  trading 
fully  in  respect  of  food  and  drink,  and 
medical,  surgical  and  personal  toilet  re- 
quisites, but  Lord  Ponsonby  acknowl- 
edged that  any  proposal  for  a  "free-for- 
all"  would  meet  with  overwhelming 
opposition.  He  also  admitted  there  was 
controversy  over  the  likely  effect  on 
prices  if  more  shops  opened  on  Sundays 
— some  retailers  suggested  prices  would 
go  up  due  to  extra  expense  with  no  in- 
crease in  overall  sales.  While  others  said 
spreading  fixed  costs  over  longer  hours 
would  be  more  economical — total  sales 
would  go  up  and  prices  come  down. 

Lord  Ponsonby  did  not  think  seven- 
day  trading  would  become  the  norm, 
however.  "I  believe  that  the  multiples 
will  keep  to  their  present  trading  hours, 
partly  because  the  Bill  would  prevent 
them  from  selling  non-food  items  on  a 
Sunday""  and  "partly  because,  to  keep 
their  competitive  edge,  they  would  not 
open  on  a  Sunday". 

Lord  Lyell,  in  support  of  the  Bill,  said 
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he  had  found  that  small  shopkeepers  and 
traders  welcomed  its  aim  of  legalising 
what  is  already  done  on  Sundays  in 
defiance  of  the  law.  Earl  Grey  added 
that  many  small  family  shops  use  Sunday 
opening  to  help  them  combat  competi- 
tion from  large  supermarkets;  their 
existence  might  depend  upon  the  extra 
day's  opening.  The  Liberal  Party  "always 
in  support  of  the  smaller  business,'"  wel- 
comed the  Bill,  he  said. 

Would  the  public  pay  more? 
Lord  Norrie,  in  a  maiden  speech, 
doubted  whether  the  public  who  said 
"yes"  when  asked  whether  they  wanted 
Sunday  trading,  would  answer  similarly 
if  they  were  asked  whether  they  were 
prepared  to  pay  more  for  it.  He  ex- 
plained the  economics  of  retailing  to 
show  why  prices  must  rise  unless  traders 
economised  on  staff — Which  would 
benefit  neither  customer  nor  employee. 
He  predicted  that  consumer  traffic  for 
shopping  expeditions  and  window  shop- 
ping would  increase  and  that  Sunday 
trading  would  follow  the  pattern  of 
Saturday  trading. 

Lord  Allen,  secretary  of  the  Union  of 
Shop,  Distributive  and  Allied  Workers, 
registered  total  opposition  to  the  Bill.  He 
said  there  was  a  growing  fear  that  "those 
who  from  time  to  time  attempted  to 
meddle  or  tinker  with  shops  legislation 
do  so  with  little  if  any  practical  knowl- 
edge or  understanding  of  the  retail 
trade".  There  was  a  case  for  some  modi- 
fication, but  the  Bill  seemed  to  com- 
pound the  difficulties  rather  than  deal 
with  them — change  should  be  confined  to 
the  demands  of  proven  necessity  and  the 
State  should  ensure  that  Sunday  did  not 
become  just  another  trading  day.  Lord 
Allen  also  stressed  the  difficulty  of  find- 
ing staff  to  work  on  Sundays,  particularly 
the  young  people  and  married  women 
who  represent  a  growing  proportion  of 
the  labour  force. 

Lord  Sainsbury,  also  opposing  the 
Bill,  believed  it  would  lead  to  a  steady 
increase  in  Sunday  opening  by  food 
shops  and  supermarkets  because  retailers 
feared  that  trade  would  be  taken  by 
competitors.  In  time,  the  majority  would 
open  instead  of,  as  now,  Sunday  opening 
being  the  exception.  "When  it  comes  to 
the  smaller  family-owned  shop,  some 
may  be  driven  out  of  business  or  may 
have  to  sacrifice  some  of  their  already 
restricted  and  hard  earned  leisure  time." 

In  reply  to  the  debate  Lord  Ponsonby 
pointed  out  that  shops  could  already 
open  a  great  deal  earlier  if  they  wanted 
to — they  did  not  because  it  was  un- 
economic. "I  suggest  that  widespread 
future  opening  will  not  be  an  effect  of 
the  Bill". 

As  already  reported,  the  Bill  was  given 


a  second  reading  by  22  votes  to  IL 
□  The  National  Pharmaceutical  Associa- 
tion Board,  at  its  February  meeting, 
agreed  that  members  generally  did  not 
want  any  extension  of  Sunday  trading 
hours  or  exemptions  and  that  the  efforts 
of  the  National  Chamber  of  Trade  to 
get  the  Bill  thrown  out,  or  at  least  con- 
siderably modified,  should  be  supported. 

Four-year-old  dies 
after  QOmi  of  Tofranil 

The  mother  of  a  four-year-old  boy  who 
died  after  drinking  90ml  of  Tofranil 
syrup,  prescribed  for  his  enuresis,  did  not 
realise  the  poisonous  nature  of  the  drug. 
She  had  given  him  a  saline  emetic,  after 
which  he  vomited  and  slept  followed  by 
a  generalised  fit  four  hours  later. 

The  authors  of  this  case  report  in  a 
recent  British  Medical  Journal  say  the 
tricyclic  antidepressants  are  the  only 
drugs  of  any  benefit  in  nocturnal  use. 
However,  they  are  seldom  effective  be- 
fore the  age  of  seven  or  eight,  although 
often  prescribed  for  younger  children. 

The  authors  recommended  that  no 
children  with  nocturnal  enuresis  should 
be  treated  with  the  drugs  until  at  least 
eight-years-old  having  failed  to  respond 
to  the  "star  chart'"  or  buzzer  alarm 
methods.  The  drugs  should  then  only 
be  given  in  tablet  form,  in  childproof 
containers,  carrying  a  clear  warning  on 
their  lethal  properties,  the  authors  say. 

A  spokesman  for  Geigy  Pharmaceuti- 
cals told  C&D  "We  are  grateful  to  the 
authors  for  further  drawing  attention  to 
the  fact  that  medicines,  and  in  particular, 
imipramine,  should  be  kept  out  of  the 
reach  of  children.  We  always  stress  the 
danger  of  overdosage."'  The  company 
added  that  the  doctor  must  decide  the 
age  at  which  to  start  treatment  but  Geigy 
have  always  recommended  that  treat- 
ment should  not  be  given  to  children 
under  five. 

"Effective  treatment  depends  on 
patient  compliance  which  is  difficult  in 
children.  Some  will  just  not  take  tablets. 
While  we  are  adopting  procedures  in 
line  with  government  recommendations 
in  safety  packaging  of  tricyclic  anti- 
depressants this  is  not  so  easy  with 
syrup." 

On-account  script 
payments  up  to  90  pc 

The  Department  of  Health  has  agreed 
to  increase  contractors'  on-account  pres- 
cription payments  from  80  per  cent  to 
90  per  cent  until  the  VAT  repayments 
return  to  normal.  The  Pharmaceutical 
Services  Negotiating  Committee  is  still 
negotiating  with  the  Department  for 
VAT  inclusive  payments  on  the  monthly 
prescription  invoice.  The  on-account 
increase  will  apply  for  March  prescrip- 
tions and  will  be  reviewed. 

Mr.  Roland  Moyle,  Minister  for 
Health,  confirmed  that  the  increase  will 
apply  from  the  beginning  of  April,  in  a 
Commons  written  answer  on  Tuesday. 
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CDA  reviews  first  aid 
procedures  for  indemnity 


The  Chemists'  Defence  Association  has 
reviewed  the  first  aid  procedures  in  a 
pharmacy  that  would  be  regarded  as 
part  of  the  normal  business  of  a  retail 
pharmacist  and  would  therefore  qualify 
for  CDA  indemnity.  The  CDA  directors 
accepted  the  following  procedures:  — 

□  Advice  on  the  treatment  of  minor  ail- 
ments including  coughs,  colds,  and 
intestinal  upsets. 

□  "Normal"  first  aid  including  the 
removal  of  splinters,  the  removal  of  grit 
from  eyes,  treatment  of  minor  cuts  and 
bruises. 

□  The  giving  of  advice  on  the  removal 
of  warts  and  minor  foot  disorders  such 
as  hard  skin  and  verrucas. 

□  Claims  arising  from  the  fitting  of 
trusses,  measurement  for  elastic  hosiery 
and  the  supply  of  other  appliances  avail- 
able under  the  NHS. 

Not  accepted  were  the  removal  of 
beads  and  other  foreign  bodies  from 
nostrils  and  ears,  the  checking  of  ears 
with  an  auriscope,  ear  syringing,  the 
treatment  of  foot  disorders  or  the  fitting 
of  splints. 

NPA  support  for 
ennploynnent  Bill 

The  National  Pharmaceutical  Associa- 
tion is  supporting  the  Employment 
Opportunities  Bill  {C&D,  February  24, 
p234)  as  a  measure  to  stimulate  recruit- 
ment and  to  give  newer  employees  a 
chance  to  prove  themselves.  Mr  Michael 
Grylls  moved  the  private  members  Bill 
which  was  given  a  second  reading  in  the 
Commons  recently.  One  intention  of  the 
Bill  is  to  allow  small  businesses  to  em- 
ploy workers  on  a  temporary  contract. 

Mr  J.  Wright,  NPA  secretary,  wrote 
to  Mr  Albert  Booth,  Secretary  for  Em- 
ployment, with  the  hope  the  Government 
will  support  the  Bill.  The  letter  says  that 
in  contrast  to  a  Government  survey  NPA 
members  have  clearly  indicated  that  their 
employment  and  recruitment  policies  were 
significantly  affected  by  the  prospects  of 
time-consuming,  expensive  claims  for  un- 
fair dismissal  compensation.  "For  ex- 
ample, many  chemists  will  dismiss  a 
'doubtful'  assistant  after  four  or  five 
months'  continuous  employment  rather 
than  give  her  the  benefit  of  the  doubt  or 
another  chance  to  prove  herself  as  they 
would  have  done  previously." 

NPA  members,  Mr  Wright  says,  were 
concentrating  more  on  recruiting  staff  to 
work  one  or  two  days  a  week,  which  was 
not  good  for  their  businesses  nor  an 
efficient  use  of  the  national  manpower 
resources. 

Many    members    were    reluctant  to 
recruit  staff  at   all   he  continues.  For 
example,   a   chemist   recently   faced  a 
claim  from  an  assistant  whom  he  had 
I  dismissed.  He  had  followed  a  proper  pro- 


cedure and  had  had  every  justification 
for  dismissing  her.  The  NPA  advised 
him  that  he  could  successfully  resist  the 
claim  but  he  offered  £30  "nuisance 
value"  through  the  conciliation  officer. 
That  offer  was  refused,  the  Tribunal 
threw  the  claim  out  but  refused  an  appli- 
cation for  costs.  The  chemist's  lawyer's 
bill  was  £60.  "That  chemist  has  now  said 
he  will  allow  his  busines  to  run  down 
rather  than  replace  his  existing  staff  when 
they  leave." 

The  Bill  will  be  welcomed  by  the  pro- 
prietors of  smaller  businesses  everywhere 
and  will  stimulate  recruitment,  especially 
of  school-leavers,  the  letter  concluded. 

Pharmacist  jailed 

A  pharmacist  was  jailed  for  nine  months 
at  Kingston  Crown  Court  last  week  for 
receiving  stolen  drugs.  Mr  Henry  Levy, 
MPS,  of  Weybridge,  Surrey  pleaded 
guilty  to  receiving  £700  of  drugs  know- 
ing them  to  be  stolen.  He  had  been 
supplied  by  Mr  William  Hilton,  a  delivery 
driver  employed  by  Brooks  and  War- 
burton  of  Mitcham.  Mr  Hilton,  who  ad- 
mitted stealing  drugs  to  the  value  of 
£2,750  was  jailed  for  12  months. 

Sainsburys  get 
cosmetics 

Mr  Peter  Davis,  marketing  director  of 
Sainsburys  has  been  widely  quoted  this 
week  as  saying  that,  "One  producer  has 
now  capitulated"  and  agreed  to  sell  their 
cosmetics  through  the  supermarket  chain. 

C&D  asked  Sainsbury's  whether  they 
would  like  to  be  more  specific  and  name 
the  company  involved.  They  declined 
saying  they  "couldn't  say  at  this  stage". 

Various  manufacturers  were  then 
approached.   A   spokeswoman   for  Max 


Factor  said,  "No,  it's  not  us.  We  feel  that 
our  lines  need  to  be  sold  by  a  specialist, 
either  a  consultant  or  a  chemist".  Rim- 
mel  said  that  they  were  as  interested  as 
we  were  in  finding  out,  and  said  that  it 
wasn't  them,  as  did  Plough  for  May- 
belline. 

Mr  Bilson.  chief  executive  for  Outdoor 
Girl  at  Smith  &  Nephew  cosmetics  said, 
"There  is  no  change  in  our  distribution 
arrangements".  Revlon  declined  com- 
ment. 

Ear  piercing  by  GPs 

General  practitioners  are  to  be  allowed 
to  charge  for  ear  piercing  under  new 
guidance  from  the  Departmenl  of 
Health.  Legal  advice  has  been  obtained 
by  the  Department  which  says  that  ear 
piercing  cannot  be  regarded  either  as 
"personal  medical  services"  or  as  "treat- 
ment." Doctors  are  not  precluded,  under 
their  terms  of  service,  from  charging 
their  patients  if  the  service  is  not  a 
"treatment."  However  under  the  new 
guidelines  doctors  can  also  refuse  to 
carry  out  ear  piercing  for  their  patients 
without  being  in  breach  of  their  terms 
of  service. 

Sales  in  January 

The  index  number  of  the  value  of  retail 
sales  for  January  increased  by  10  per 
cent  for  chemists  and  photographic 
goods  dealers  to  240  (1971  =  100)  ^where- 
as the  increase  for  all  kinds  of  business 
was  13  per  cent  to  257.  For  independent 
chemists  the  increase  was  15  per  cent  to 
189  and  for  independents  in  general,  12 
per  cent  to  220.  NHS  receipts  are 
excluded. 

UCA  guide  on  reps 

The  Ulster  Chemists'  Association  is  pre- 
paring a  booklet  with  names,  addresses 
and  telephone  numbers  of  all  representa- 
tlives  connected  with  retail  pharmacy  in 
the  Province.  Manufacturers  and  sup- 
pliers should  send  details  to:  Mr  H. 
Porter,  secretary,  Ulster  Chemisis"  Asso- 
ciation, 73  University  Street,  Belfast. 


Mr  D,  H.  R.  Moody  after  receiving  his  MBE,  with  his  wife  Margaret  and  daughters.  He 
IS  secretary  of  the  Essex  Pharmaceutical  Contractors'  Committee  and  was  awarded 
the  MBE  for  work  in  the  community 


24  March  1979 


Chemist  &  Druggist  373 


Pharmaceutica!  Society  Statutory  Committee 


ssed  complaint 
y  be  far  reaching 


Sir  Gordon  Willmer,  chairman  of  the 
Statutory  Committee,  ruled  last  week 
that  the  Committee  had  no  jurisdiction 
to  consider  a  complaint  against  three 
former  student  pharmacists,  who  had 
been  found  guilty  of  maliciously  wound- 
ing another  student  in  a  street  brawl. 

Mr  Michael  Shutt,  of  South  Kensing- 
ton, Mr  Jerome  Brookman,  of  Shirley, 
Croydon,  and  Mr  Keith  Martin,  of 
Finsbury  Park,  were  given  a  conditional 
discharge  for  two  years  at  the  Old  Bailey 
last  August  and  ordered  to  pay  £50  com- 
pensation and  £50  costs. 

The  complaint  against  the  three  had 
been  made  by  the  Society's  Council  to 
the  Committee  based  on  a  section  of  the 
1954  Pharmacy  Act,  which  gives  the 
Committee  power  to  impose  a  disquali- 
fication on  a  person  applying  for  his 
name  to  be  registered,  or  on  a  registered 
pharmacist,  convicted  of  a  criminal 
offence,  and  guilty  of  misconduct. 

But  counsel  for  the  three  men  had 
submitted,  on  a  preliminary  point,  that 

Shop  ordered  to  be 
struck  off 

A  Bolton  pharmacy  which  was  allegedly 
run,  for  a  time,  on  stolen  goods  was 
ordered  to  be  struck  off  the  Pharma- 
ceutical Society's  Register  of  Premises 
last  week  at  a  hearing  of  the  Statutory 
Committee. 

The  company,  Mellormoor  Ltd,  which 
owns  the  shop  in  Thicketford  Road, 
Bolton,  was  disqualified  from  operating 
a  pharmacy.  The  chairman  of  the  Com- 
mittee, Sir  Gordon  Willmer,  said  it  would 
be  unthinkable  for  the  company  or  the 
premises  to  remain  on  the  Register. 

'Ran  shop  on  stolen  goods' 

A  director  of  the  firm,  Mr  Leonard 
Young,  of  Heatons  Farm,  Greenwoods 
Lane,  Harwood,  Bolton,  has  been  jailed 
for  five  years  for  handling  stolen  goods 
at  the  pharmacy  and  other  premises,  said 
Mr  Josselyn  Hill,  for  the  Society.  He 
said  it  appeared  that  Mr  Young  was 
filling  the  pharmacy  and  running  it  on 
stolen  goods. 

Det  Sergeant  Neil  McAteer,  of  Mersey- 
side  Police,  said  Mr  Young  had  admitted 
offences  involving  property  valued  at 
over  £30,000.  He  was  arrested  during  an 
investigation  of  serious  large  scale  thefts 
from  the  distribution  depot  of  Cadbury 
Typhoo  Limited  in  St  Helens.  The  officer 
said  he  was  satisfied  that  Mr  Young's 
wife,  Barbara,  who  was  a  shareholder 
and  a  director  of  Mellormoor,  had  no 
knowledge  that  articles  in  the  pharmacy 
were  stolen. 

Mr  Hill  said  neither  Mr  nor  Mrs 
Young  were  pharmacists  and  there  had 
been  no  superintendent  at  the  pharmacy 
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the  Committee  had  no  jurisdiction  to 
hear  the  case  under  a  sub  section  of  the 
Powers  of  the  Criminal  Courts  Act  1973. 
This  provides  that  "the  conviction  of  an 
offender  who  is  placed  on  probation  or 
discharged  absolutely  or  conditionally 
under  this  part  of  this  Act,  shall  in  any 
event  be  disregarded  for  the  purposes  of 
any  enactment  or  instrument  which  im- 
poses any  disqualification  or  disability 
upon  convicted  persons,  or  authorises  or 
requires  the  imposition  of  any  such  dis- 
qualification or  disability." 

Sir  Gordon  said,  in  his  decision,  that 
he  had  come  to  the  conclusion  that  the 
objection  taken  was  well  taken,  and  the 
complaint  against  the  three  must  be  dis- 
missed. He  described  the  point  raised  as 
"novel",  and  added:  "1  recognise  that 
my  decision  may  well  have  far  reaching 
consequences."  Since  the  offence  Mr 
Shutt  and  Mr  Brookman  had  qualified 
and  had  been  registered  as  pharmacists 
and  Mr  Martin  had  qualified  but  had 
not  yet  been  registered. 


since  last  November,  despite  letters  and 
warnings  from  the  Society.  Although 
there  was  a  pharmacist  on  the  premises, 
it  was  illegal  to  trade  without  the  superin- 
tendent. The  company  has  three  months 
to  appeal. 

Let  down  pharnnacist 
rephnnanded 

A  superintendent  pharmacist,  who  was 
"badly  let  down"  while  on  holiday  in 
Spain  by  a  member  of  his  staff,  was 
reprimanded  by  the  Statutory  Committee 
last  week.  Mr  Peter  Cook,  of  Sudbury, 
Derbyshire,  appeared  before  the  Com- 
mittee for  offences  under  the  Therapeu- 
tic Substances  and  Medicines  Acts  which 
occurred  at  his  Stafford  branch  on 
August  27,  1977. 

The  chairman.  Sir  Gordon  Willmer, 
commented  that  it  could  be  said  that 
Mr  Cook  was  badly  let  down  'by  his 
pharmacist  manager,  who  had  appa- 
rently disappeared  and  was  no  longer 
on  the  Register  of  pharmacists.  But  be- 
fore going  away  on  holiday  abroad  Mr 
Cook  ought  to  have  ensured  that  suit- 
able arrangements  had  been  made  to 
cover  all  eventualities. 

The  Committee  decided  to  take  no 
action  against  Peter  Cook  (Chemist)  Ltd 
of  Stenson  Road,  Derby,  of  which  Mr 
Cook  is  superintendent  and  a  director. 
Mr  Josselyn  Hill,  for  the  Society,  had 
told  the  Committee  that  a  Society's 
inspector  went  with  an  agent  to  the  com- 
pany's branch  in  Wolverhampton  Road, 
Stafford,  on  August  27,  1977.  Although 
no  pharmacist  was  present,  the  agent  was 
sold  some  Part  1  poisons  and  two  of  them 
were  incorrectly  labelled.  The  inspector 


found  that  National  Health  Service 
prescriptions  covering  34  items  had  been 
dispensed  that  day  without  the  pharma- 
cist manager  being  present. 

Mr  Hill  said  that  both  Mr  Cook  and 
the  company  had  pleaded  guilty  and 
were  convicted  at  Stafford  magistrates 
court  last  year  of  offences  arising  out  of 
the  inspector's  visit.  The  pharmacist 
manager,  a  Mr  Jackman,  had  sent  a 
written  plea  of  guilty.  He  had  since 
disappeared  and  his  name  was  removed 
from  the  Register  for  not  paying  fees. 

Judgment  deferred 
after  prescriptions 
falsified 

A  pharmacist  who  admitted  falsifying 
prescriptions  after  he  got  into  financial 
difficulties,  had  judgment  deferred  for 
18  months  by  the  Statutory  Committee 
last  week. 

Mr  David  Tudor  Enoch,  35,  of  Trim- 
saran,  Kidwelly,  Dyfed  faced  an  allega- 
tion of  professional  misconduct  follow- 
ing an  appearance  at  Camarthen  Crown 
Court  last  October,  on  eight  charges  in- 
volving false  accounting,  obtaining  pro- 
perty by  deception  and  obtaining  a 
pecuniary  advantage  by  deception.  He 
pleaded  guilty  and  was  sentenced  to  12 
months  in  prison,  suspended  for  two 
years,  and  ordered  to  pay  £1,203  com- 
pensation to  Dyfed  Health  Authority. 

Committee  chairman.  Sir  Gordon 
Willmer,  announcing  the  decision,  said 
a  deferred  judgment  would  mean  that 
in  addition  to  the  suspended  sentence  he 
would  still  have  this  case  hanging  over 
his  head.  Mr  Josselyn  Hill,  for  the 
Society,  said  the  offences  related  to  pres- 
cription pads  left  with  Mr  Enoch  by 
local  doctors. 

In  September  1977  police  interviewed 
Mr  Enoch  and  gave  him  the  chance  to 
explain  what  appeared  to  be  false  pres- 
criptions. He  denied  that  there  was  any- 
thing untoward  and  as  a  result  pres- 
criptions for  a  period  between  June  and 
September  1976  were  closely  investigated. 
Mr  Hill  said  that  of  92  prescriptions 
issued  in  respect  of  50  patients,  73  were 
wholly  false  regarding  the  itemising  of 
medicaments. 

Lived  beyond  means 

Mr  Enoch  told  the  Committee  that 
when  he  took  over  the  pharmacy  in  1972 
he  was  introduced  to  the  system  of 
receiving  telephone  calls  from  doctors 
and  writing  out  prescriptions  in  his  own 
hand.  When  he  got  married  in  1974  he 
bought  a  house  in  the  locality  for  £7,000. 
"Had  1  stayed  in  that  house  1  would  have 
managed  financially  but  18  months  later 
I  purchased  another  for  £14,000  and 
began  to  live  beyond  my  means"  he  said. 

In  his  decision.  Sir  Gordon  said  it  was 
difficult  to  excuse  Mr  Enoch  for  in- 
dulging in  such  shady  dishonest  conduct. 
He  added  that  although  the  doctors  con- 
cerned were  not  before  the  Committee, 
it  took  a  very  poor  view  of  their  be- 
haviour as  parties  to  the  arrangement. 
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AN  ANNOUNCEMENT 

TOAI 


PHARMACIES 


R-om  April  2nd  1979  distribution 
and  Pharmacy  service  for  all 
RoC  hypo-allergenic  beauty  products 
will  be  undertaken  by  our  own 
U.K.  organisation: 

LABORATOIRES  RoC  UK 

46  Mount  Street,  London  Wl. 
Telephone:  01-493  3811 

o 
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(V) 


IIEALTlMKmiMn^UJTl 


PRODUCT 

SIZE 

COST 

MRP 

R.S.P 

PROFIT  ON 
RETURN 

AJAX(2pOff) 

2a's 

£3.77 

2  2  Pine 

2pOFF 

22.8;^ 

HAZE  20°/  rr'^^ 

AIR  FRESHNER 

12  X  250ml 

£2.61 

30p 

21.67. 

J.CLOTHS 
J.CLOTHS 

12  X  6'S 
12X12'S 

£2.59 
£4.41 

29p 
50p 

19.67. 
20.6/ 

HARPIC 

12  X  large 
(524  grm) 

£2.89 

33p 

21.17. 

PLEDGE  20'i;ei 

I2x  large 

£4.50 

J67^P 

52p 

22.i;i 

SPARKLE 

12x227grm 

£4.42 

51>2P 

22.77. 

KODACOLOUR I 

films  at  Kodak  Basic 
Price  Less  5X 


C126- 20 

84  P  each 


aio-20 

84  Peach 


OFFERS  AVAILABLE  FROM  1 26th  MARCH  tO  12th  APRIL,  1979 
ALL  OUR  OFFERS  ARE  SUBJECT  TO  AVAILABILITY  AND  VAT  WHERE  APPLICABLE. 


BRIGHTON 
.  Tel:  Bnghlon  (02731 
418822 -.414037  V 


CHATHAM  ■  T«l:CowM(( 

Tel;  Medway  (0634)  29  6511/3/3' 
41621  V 

CHRISTCHURCH  ,  ''J. 
Tel:  Christchurch  (02015)  .  ' 
'2071  -  2067  ■ 


.  i  .  1  I  *  I  1  I  U  I  I 


COLCHESTER  DAGENHAM  IPSWICH  NOOWICH 

Tel:  Colcheitei  (0206)    tel:  01-592  7839  '  Tel:  Ipswich  (0473)  Tel:  Nofwich  (06O3) 

71281  595  7497     .  59059  t  54848  -  211077  "  49029  -  410406  , 

5933501 

COWES  '  LOWESTOFT  NOTTINGHAM 

Tel  Cooes  i098'382l      EASTI  EIGH  Tel  Lowestoft  (0502)  Tel:  Noltinghwn  (06 

296511/2/3     '  Tel:  Southampton  (0703).  65168  -  63431  869678/9  -  869670 

613127-616390  ,  , 

NORTHAMPTON  PETERBOflOUGH 

HANWELL  tel:  Northampton  (0604)  Tel:  Pelertmouflh  (i 

15),  Tel:  0'1-579  5297  ,,       ,    53012  231941/2  . 

..■•:,:■:     ■•  ■  5,795298   .     .  '         ,  ;, 


NOTTINGHAM 
Tel:  Noltinghwn  (0602) 
869678/9  -  869670  ' 


PLVMOUTH 

Te'  Plymoulh  (0752) 

708111/2/3 

PORTSMOUTH 

Tel:  Portsmouth  (0705) 

63563 


NORTHAMPTON  PETERBOROUGH 
Tel  Northampton  (0604)    Tel:  PelertMrouflh  (0733)  ' 
53012  '  231941/2  , 


READING 

Tel:  Reading  (0734) 
585739  -  585730 

SIDCUP 
Tel:  Sidcup 
01.'!!b2  6237/8/9 

SOUTHEND 

Tel:  Southend  (0702) 

526341/2 


We  do  not  compete  with  our  custofhers. 
We  neither  own  nor  control  any  retail  ishops. 
We  neither  wish  nor  intend  to  serve  menribers  of  the  general 


public. 
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PEOPLE  TOPICAL  REFLECTIONS 


by  Xrayser 

Ouch! 

You  will  all  enjoy  a  good  laugh  at  a  letter  in  the  correspondence  column 
this  week  which  pulls  my  leg  quite  hard  because  I  said  I  sterilised  my 
returned  bottles.  In  fact  when  you  read  it  a  second  time,  the  phrase 
"assuming  he  does  sterilise  .  .  ."  could  almost  take  on  the  common 
English  meaning  of  "we  assume  he  doesn't." 

So  let  me  tell  you  the  whole  story.  In  December  of  my  first  year  in 
business,  hundreds  of  moons  ago,  I  was  approached  by  an  old  chap— 
a  pensioner  who,  having  married  very  late,  had  a  couple  of  young 
children  and  a  young  wife.  With  only  a  pension  he  wasn't  able  to  do 
much  for  them  and  wanted  to  earn  a  few  extra  shillings.  While  I  wasn't 
exactly  flush  myself,  I  had  been  working  all  hours  for  months  and  was 
ready  to  welcome  a  hand  with  the  donkey  work,  so  I  took  him  on  -  and 
found  a  gem.  He  scrubbed  floors,  swept  pavements,  cleaned  windows, 
unpacked  goods,  served  customers,  and  ran  rings  around  the  girls.  He 
even  started  to  wash  the  returned  bottles,  and  filled  the  dispensary 
drawers  with  them,  ready  capped.  And  then  one  day  ...  a  bottle  of  Tuinal 
was  brought  back  with  swollen  capsules  moistly  filling  to  the  top.  Wet 
bottles! 

That  lunch  time,  as  I  walked  home,  I  noticed  a  large  modern  domestic 
cooker  on  the  pavement  of  our  local  junk  shop — thermostat-controlled 
oven,  timer,  the  lot!  I  bought  it  and  had  it  installed  in  the  workroom. 
Ever  since  that  day  we  have  washed  all  returns,  racked  them  in  trays 
to  drain,  then  sterilised  them  for  an  hour-and-a-quarter  at  300  .  Yes  we 
do  throw  away  filthy  lids,  replacing  them  with  new,  but  drop  the 
physically  clean  ones  into  a  jar  of  detergent  and  water;  they  are  then 
rinsed  and  soaked  (in  some  of  the  stuff  that  kills  all  known  germs) 
while  the  bottles  are  being  cleaned,  washed  in  hot  water  and  placed 
in  a  tray  in  the  top  oven  to  dry.  We  do  200-300  per  batch  in  less  than  an 
hour's  labour  time.  Simple  enough?  You  would  think  Mr  Ormay 
might  have  thought  it  out  for  himself.  Hot  air  ovens  and  gamma  rays! 
Perhaps  I  should  add  that  for  some  years  I  was  responsible  for  the  sterile 
manufactures  in  hospital  pharmacy. 

Another  pup? 

Bowater-Scott  will  thrill  us  to  the  core  with  their  new  nationally-advertised 
offer  on  Andrex,  which  will  give  children  hours  of  fun  by  encouraging 
them  to  make  toys  from  the  cores  of  their  toilet  rolls.  I  can  just  imagine 
the  accelerated  use  of  paper  as  the  eager  kiddiwinks  make  it  "go  even 
further "  ( Bowater-Scott's  words!)  in  their  anxiety  to  get  hold  of  the 
cores.  Lovely  thought.  I  must  admit,  however,  that  for  the  past  few 
months  I  have  sought  in  vain  for  an  offer  from  my  wholesalers,  or  direct, 
which  will  let  me  buy  stock  at  a  price  even  remotely  competitive  with 
the  25p  and  27p  retail  prices  recently  offering  at  the  various  chain 
grocers  in  my  area.  We  want  some  yellow  ones  at  home,  but  buy  at  the 
Co-op  because  it's  cheaper  than  trade  .  .  . 


Mr  Grahame  Laver,  MPS  of  Sunbury- 
on-Thames,  has  an  exhibition  of  port- 
raits, landscapes  and  still-life  paintings 
at  Barclays  Bank,  Shepperton.  Mr  Laver, 
who  qualified  in  Australia,  came  over 
to  England  20  years  ago  to  study  sing- 
ing. He  started  painting  to  fill  in  spare 
time  during  his  theatre  life  which  in- 
cluded a  stint  in  Billy  Smarts  circus  and 
two  visits  to  the  United  States  with 
Gilbert  and  Sullivan  productions.  Mr 
Laver  returned  full-time  to  the  fold  of 
pharmacy  10  years  ago  although  he  still 
does  occasional  cabaret  work. 

Deaths 

Preston:  On  March  10,  Christopher 
Preston  of  Sheffield,  aged  84.  Mr  Preston 
qualified  in  1920.  Mr  Stanley  Durham 
writes:  Christopher  was  one  of  a  family 
of  pharmacists  and  both  he  and  his 
elder  brother  Ernest  followed  their 
father's  example.  Integrity  and  high 
ethical  principles  were  characteristic  of 
all  of  them,  and  they  played  their  part 
in  both  branch  and  Health  Service  activi- 
ties. A  member  of  the  branch  executive 
for  many  years,  he  represented  Sheffield 
at  Branch  Representatives'  meetings  on 
several  occasions.  I  had  the  personal 
honour  of  his  companionship  and  friend- 
ship, and  regret  that  this  is  now  ended. 
He  will  be  missed  by  all  Sheffield  phar- 
macists as  well  as  myself,  and  we  extend 
our  sincere  sympathy  to  Mrs  Preston  and 
their  son  and  daughter. 

News  in  brief 

□  In  Wales  in  October  1978,  2.048,213 
prescriptions  were  dispensed  at  a  total 
cost  of  £4,487,161  representing  an  aver- 
age total  cost  per  prescription  of  £2.17. 

□  The  index  of  retail  prices  for  Febru- 
ary was  208.9  (January  1974=100),  an 
increase  of  0.8  per  cent  on  January  and 
up  9.6  per  cent  on  February  1978. 

□  Chemist  and  appliance  suppliers  in 
Scotland  in  December  1978  dispensed 
2,958,173  prescriptions  at  an  average 
gross  cost  of  £2.43  per  prescription. 

□  The  latest  Family  Doctor  booklet 
published  by  the  British  Medical  Associa- 
tion is  "Understanding  rheumatism" 
written  by  Dr  F.  Dudley  Hart,  a  con- 
sultant rheumatologist. 

□  A  new  scale  of  fees  for  licenses  to 
produce,  supply  and  be  in  possession  of 
Controlled  Drugs  has  been  introduced  in 
the  Misuse  of  Drugs  (License  Fees) 
Regulations  1979  (SI1979:  No.  218,  HM 
Stationery  Office,  £0.10.)  The  new  fees 
come  into  force  on  April  1. 

□  Chemist  contractors  in  England  dis- 
dispensed  25,884,240  prescriptions 
(15,447,800  forms)  in  December  1978  at 
a  total  cost  of  £58,229,611,  representing 
an  average  cost  of  £2.25  per  prescription. 
Total  figures  for  1978  are:  186,513,915 
prescriptions  (307,096,958  forms);  total 
cost  £657,548,844;  average  cost  £2.14. 


Weekend  History 
Conference  at  Bristol 

The  British  Society  for  the  History  of 
Pharmacy  are  holding  their  weekend 
conference  April  6-8  at  the  Hiatt-Baker 
Hall,  University  of  Bristol.  On  the 
Saturday,  speakers  include  Mr  F.  H. 
Rawlings;  MPS  on  "The  decline  of  the 
apothecary  in  Bristol — an  eye  witness 
account";  Mr  M.  H.  Phillips,  MPS,  on 
"Quakers  of  Bristol"  and  Miss  J.  Chapel, 
an  art  historian  on  "Thomas  Holloway — 
an  art  historian." 

Professor  D.  A,  Norton  of  the  school 
of  pharmacy,  Bath  University,  will  give 
a  talk  on  the  Sunday  on  "Pharmaceuti- 
cal education  in  the  west  of  England, 


1907-1979"  followed  by  Professor  P.  F. 
Holt,  Reading  University  on  "The 
salamander." 

Applications  (£28.50  per  person,  resi- 
dential; £4.50  per  person  per  day,  non- 
residential plus  £4.50  for  Saturday  even- 
ing dinner)  to  the  .secretary,  BSHP,  36 
York  Place,  Edinburgh  EHl  3HU. 

Register  losses 

There  was  a  net  loss  of  eight  pharmacies 
from  the  Pharmaceutical  Register  of 
Premises  in  February.  In  England  13 
opened  up,  three  of  which  were  in 
London,  and  22  closed  down,  one  being 
in  London.  In  Scotland  two  opened  up 
and  in  Wales  one  closed  down. 
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COUNTERPOINTS 


Gold  sovereigns  to  be  won 
in  Unichem's  competition 


Unichem's  first  national  consumer  com- 
petition for  1979 — "Coin-a-caption" — 
which  starts  on  April  2  and  finishes  on 
April  27,  is  timed  to  catch  the  heavy 
Easter  shopping  period,  and  will  give 
shoppers  the  opportunity  of  winning 
gold  sovereigns  worth  a  total  of  £1,500, 
says  the  company.  The  Unichem  member 
who  serves  the  first  prizewinner  will 
wm  gold  sovereigns  worth  £500. 

Shoppers  will  be  able  to  obtain  entry 
forms  to  the  competition  only  from 
Unichem  members;  entrants  have  to 
select  an  appropriate  caption  to  six  of 
the  seven  products  featured  in  the  pro- 
motion— Johnson's  baby  powder,  Radox 
bath  salts,  Colgate  Dental  Cream,  Har- 
mony hairspray,  Elastoplast  plasters, 
Lil-lets,  and  Kotex  Simplicity — and  also 
have  to  write  their  own  caption  for  the 
seventh  product. 


The  promotion  will  be  supported  by 
window  bills,  shelf  barker  cards,  window 
streamers  and  entry  form  dispensers. 
It  will  not  have  the  same  level  of 
national  Press  advertising  support  given 
to  previous  promotions  as  no  consumer 
advertising  is  being  undertaken  by 
Unichem  while  the  question  of  the  use 
of  the  word  "chemist"  in  such  adver- 
tising remains  suh  judice. 

Consumer  entries  have  to  be  in  by 
May  15  ;  the  first  prizewinner  will  receive 
25  gold  sovereigns  (value  over  £943), 
the  second  ten  gold  sovereigns  (value 
over  £377),  the  third  five  gold  sovereigns 
(value  over  £188),  and  in  addition, 
1,000  £2  shopping  vouchers — to  be 
spent  only  with  Unichem  members — will 
be  awarded  to  the  best  runners  up. 
Unichem  Ltd,  Crown  House,  Morden, 
Surrey. 


Shown  above  is  the  new  counter 
merchandiser  from  Thomas  Christy 
(C&D.  February  24,  p218)  which  includes 
a  tester  bar 


Economy  Guard 

A  260g  economy  size  Right  Guard 
double  protection  aerosol  (£1.16)  has 
been  introduced  by  Gillette.  This  is  in 
addition  to  the  other  two  aerosol  sizes, 
130g  and  190g.  Gillette  UK  Ltd,  Great 
West  Road,  Lsleworth,  Middlesex. 

Beecham  to 
relaunch  Silvikrin 

Beecham  Toiletries  will  be  relaunching 
their  Silvikrin  range  of  shampoos  and 
hairsprays  in  April.  They  will  be  backing 
the  relaunch  with  an  advertising  cam- 
paign on  television,  radio  posters  and 
in  the  Press  which  is  worth  £lj  million 
The  company  believes  "this  will  be  tht 
most  outstanding  'hair-care  event  of 
1979.  Beecham  Toiletries,  Great  West 
Road,  Brentford,  Middlesex. 
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Meal  replacement 

Slimgard  is  a  new  meal  replacement 
slimming  product  from  Unipharm  Phar- 
maceuticals (see  page  21  of  this  week's 
Beauty  Business).  In  vanilla  flavour  only, 
Slimgard  is  available  in  a  ten  meal  re- 
sealable  can  and  only  water  need  be 
added.  It  contains  carregeenan  w'hich  is 
said  to  take  away  the  desire  to  eat 
between  meals. 

A  television  commercial  will  be  seen 
m  the  Yorkshire,  North-east,  ATV  and 
Granada  areas  between  April  and  July 
and  national  advertising  in  women's 
magazines  will  begin  in  April  together 
with  a  sampling  operation. 

Other  promotional  activity  includes  a 
trade  competition  with  a  first  prize  of  a 
return  trip  to  Australia.  Slimgard  is 
being  distributed  by  Pharmagen  Ltd, 
Chapel  Street,  Runcorn,  Cheshire. 

XR308  camera  on  TV 

The  Keystone  Everflash  XR308  110- 
format  camera  (from  £29.90)  is  being 
advertised  on  television  and  in  the  Press 
in  the  Midlands,  Trident,  Granada  and 
Tyne  Tees  areas.  The  manufacturers  say 
the  XR  (extended  range)  can  take 
pictures  under  a  wider  range  of  light 
conditions.  Keystone  Camera  {UK)  Ltd, 
King  Street,  Enderby,  Leics. 

Agree  confusion 

In  last  week's  story  about  Agree,  the 
final  two  sentences  should  have  read 
— "and  trial  size  bottles  priced  at  19p 
for  56ml.  Extensive  point  of  sale 
material  is  available  including  dumper 
bins,  shelf  trays  and  shelf  edgers."  We 
apologise  for  any  confusion. 


Fontarel  to  i 
cease  trading 

Fontarel  Ltd  will  cease  to  trade  on  Fri- 
day, March  30.  With  effect  from  Mon-  p 
day,  April  2,  the  products  currently  dis-  k 
tributed  by  Fontarel  will  be  available  ll 
from  the  following  distributors,  to  whom 
all    inquiries    should    be    made.  Roc 
products  from  Laboratoires  Roc  (UK) 
Ltd,   46    Mount    Street,    London  Wl, 
(01-493    3811);    and   Jacomo  perfumes 
from  Servier  Laboratories  Ltd,  Servier 
House,  Horsenden  Lane  South,  Green- 
ford,    Middlesex    UB6    7PW,  (01-998 
2939).    Customers    will    be  contacted 
directly  by  the  new  distributor  for  Woltz 
Italiana  products. 

The  company  says  that  they  are  cur- 
rently holding  ample  stocks  of  all  these 
products  and  orders  will  be  accepted  by 
telephone  (01-998  0937)  up  to  and  in- 
cluding Tuesday,  March  27  for  imme- 
diate delivery.  Fontarel  Ltd,  Servier 
House,  Horsenden  Lane  South,  Green- 
ford,  Middlesex  UB6  7PW. 

Optrex  Clearine  j 

Optrex  have  launched  Clearine  drops 
(10ml,  £0.85),  a  Pharmacy  Only  product. 
The  drops,  which  contain  naphazoline 
hydrochloride  0.01  per  cent  and  distilled 
witchhazel  12.5  per  cent,  are  being  pro- 
moted for  the  relief  of  sore  eyes, 
especially  associated  with  hay  fever  and 
"swimming  pool  eyes." 

Clearine  will  be  backed  by  local  radio 
advertising  and  a  national  Press  cam- 
paign. During  May  and  June  the  Press 
advertisements  will  convey  the  "hay 
fever"  message,  followed  by  "swimming 
pool  eyes"  in  July  and  August.  The 
radio  commercials,  which  concentrate  on 
the  hay  fever  theme,  will  start  as  soon 
as  the  pollen  count  is  at  its  highest. 

A  selling-in  bonus  of  14  as  12  is 
being  offered  on  any  quantity  ordered 
and  there  is  a  Clearine  till-sticker  with 
an  interchangeable  promotional  message 
relevant  to  the  time  of  year.  Optrex  Ltd, 
City  Wall  House,  Basing  View,  Basing- 
stoke, Hants  RG21  2JP. 

Kleenex  offer 

Kleenex  for  men  tissues  are  now  selling- 
in  with  the  offer  of  a  40p  voucher 
towards  the  cost  of  a  bottle  of  Cinzano. 
Two  front  tear  strips  from  the  special 
packs  must  accompany  the  application 
for  the  voucher  which  can  be  made  up 
to  July  31.  The  vouchers  can  be  re- 
deemed until  September  15.  In  addition, 
there  is  an  offer  for  six  decorated 
Cinzano  aperitif  glasses  for  £2.99  which 
can  be  obtained  at  the  same  time  as 
applying  for  the  voucher.  Kimherly 
Clark  Ltd,  Lark  field.  Maidstone,  Kent. 
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And  the  right  labels  come  from  the  right  gun. 

The  Pitney  Bowes  1110  Labellet 

Every  detail  of  the  1 1 10  is  designed  for 
reliability  and  ease  of  use. 

The  case  is  made  of  plastic  -  the  shock- 
resistant  kind  used  in  safety  helmets. 

So  although  it's  extremely  light  it  can  take 
heavy  punishment 

Information  up  to  8  characters  is  set  in 
seconds.  And  there's  no  wasted  labels. 

Our  Dialife  printing  bands  won't  stretch 
or  come  apart. 


Snap-in  rollers  put  ink  on  the  labels, 
not  on  you. 

Our  exclusive  security  cut  label  design  deters 
price  switching. 

The  1 1 1 0  is  unbeatable  value.  It  carries  a  full 
two  year  warranty.  And  first  class  after  sales 
service. 

Pitney  Bowes  have  the  widest  range  of 
hand  held  and  table  top  labelling  systems 
available,  in  the  U.K. 

Find  out  what  they  can  do  for  you. 
Just  complete  the  coupon. 


The  Pitney 
Bowes  1110 
Labeller. 


To  Pitney  Bowes  Marking  Systems  Ltd, 
Horsecroft  Road,  The  Pinnacles,  Harlow, 
Essex  CM19  5BH. 
Please  send  me  details  of  the  Pitney 
Bowes  1 1 10  □  Table  top  systems  □ 


Name- 


Address- 


-  Tell- 


No,  of  employees  MOn  11-20  □  20+ □ 

The  mark  of  reliability. 

Pitney  Bowes 

Marking  Systems 


A€JiLI\  LFU.llvi.ci 

'  er  baby 
4ness. 


Bargains  in  baby  products,  right  across 
the  board.  That's  Numark's  big  sales- 
building  package  for  April.  Quality,  range 
and  value.  It's  what  Numark  is  all  about. 
And  this  month,  two  Superbuys  at  really 
outstanding  prices. 

Our  April  promotion,  in  store  9th  to  21st 
April,  will  star  all  these  big  names  in  the 
baby  business. 

Heinz  •Johnsons  •  Robinsons  •Napisan 
Paddi  Pads  •  Infa  Care  •Tender  Touch 


White  Label  at  lOVzp  and  Yellow  Label  at 
llVzp-prices  which  will  draw  many  mothers 
into  Numark  chemists. 

S  SALES 

For  this  month's  baby  promotion, 
Numark  once  again  provides  members  with 
a  complete  set  of  strong,  high  quality  point  of 
sale  material.  Used  in  conjunction  with  the 
advertising  campaign  Numark  members 
will  make  a  real  impact  in  the  baby  market. 


Numark 
have  big  savings  for 
little  peopfe. 


1  breaklast  to  bediime,  you  make  really  bi^ 
vrngson  all  your  baby  buy^ai  Numark  ihismunth 
a  special  Superbuv  prices  make  evt-rv 


Sponsored  by  Independeni  Chemists  Markeang  Ltd.  M^^^^ 

Cosmetics,  Perfumes,  Baby  Products,  Photographic  Aids,  Toiletries. 


YOUR  PERSONAL  VALUE  SHOP 

For  further  details,  ask  your  local  Numark  wholesaler 

or  contact  Numark  Central  Office,  at 
51  Boreham  Rd,  Warminster,  Wilts.  Tel:  0985  215555 
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This  is  the  ad  which  thirteen 
million  housewives  will  see  in  the 
national  press  and  women's  magazines. 
The  Superbuys  will  feature  in  special 
solus  advertisements. 
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Elida  Gibbs  relaunch  Melody  as 
a  permanent  colourant 


Elida's  strong  position  in  the  hair 
colourants  market,  in  which  its  Harmony 
range  dominates  the  semi-permanent 
sector  and  its  Wood  Nymph  range  is 
brand  leader  in  the  lighteners  sector,  is 
expected  to  be  further  consolidated  with 
the  introduction  of  new  Melody  into 
the  permanent  sector.  The  overall 
colourants  market  in  1979  will  be  worth 
around  £20  million  at  rsp,  of  which  45 
per  cent  will  be  accounted  for  by  per- 
manent colourants. 

Elida  is  now  relaunching  its  Melody 
(£1.31)  range  into  the  permanent  sector. 
A  modified  formulation  has  changed  the 
product  from  a  semi-permanent  with 
nine  shades  into  a  permanent  with  12 
shades.  One  shade  has  been  discontinued 
and  four  new  shades  have  been  intro- 
duced. These  extend  the  product  range 
from  light  ash  blonde  through  auburn 
to  a  rich  dark  brown. 

In  addition  to  the  reformulated  col- 
ourant, developer  and  gloves,  the  Mel- 
ody pack  now  contains  a  phial  of 
conditioner  which  the  company  says 
helps  to  leave  the  hair  soft  and  shiny 
after  colouring.  There  are  no  root  re- 
touching problems  with  Melody  as  the 
product  can  be  shampooed  all  over  the 
head  at  each  application. 

New  Melody's  packaging  is  described 
as  being  "dramatically  transformed"".  A 
triangular  silver  and  grey  pack  has  been 
designed  which  shows  views  of  a  girl's 





head  on  two  sides,  and  full  instructions 
for  use  on  the  third  side.  Fach  shade  is 
depicted  by  a  different  girl.  Melody  is 
packed  in  trays  of  four,  each  with  a 
cut-out  on  the  front  face  so  that  the 
shade  name  is  visible. 

"Our  consumer  research  has  shown  an 
astonishing  acceptance  for  new  Melody," 
says  brand  manager  Veronica  Williams, 


"We  are  backing  its  introduction  with 
a  heavyweight  advertising  campaign  of 
over  £400,000  to  be  spent  between  now 
and  the  end  of  the  year.  We  are  confi- 
dent that  the  product  will  soon  he  mak- 
ing a  substantial  impact  on  the  overall 
colourants  market."  Flida  Gibhs  Ltd. 
PO  B(i.\  IDY.  Piirtniaii  Square.  Lcndon 
WIA  IDY. 


Dana's  new  look 
for  Tabu 


The  Tabu  range  of  fragrances  from 
Dana  Perfumes,  has  an  entirely  new 
look  this  spring.  The  complete  range  of 
perfumes  and  eau  de  Colognes  have 
been  repackaged  in  a  more  modern  and 
eye  catching  style  to  give  instant  con- 
sumer recognition  for  this  classic  range 
of  fragrances,  says  the  company. 

From  now  on.  all  the  fragrance  pro- 


ducts will  appear  in  high  quality  while 
gloss  cartons  with  the  Tabu  ensignia, 
bordered  by  the  familiar  orange  flash, 
prominently  printed  on  a  black  panel  on 
the  front  of  the  cartons,  which  will  now 
extend  over  the  top  of  the  boxes.  The 
(Uher  change  in  the  fragrances  range  is 
the  inclusion  of  the  three  Tabu  sprays 
in  the  black  and  white  colour  combina- 
tion  in  open  fronted  white  cartons. 

The  third  spray  in  the  Tabu  range, 
the  7g  (£.V20)  metred  pure  perfume 
spray,  has  also  been  redesigned.  The 
coral  bottle  now  has  a  gold  cap  to  dis- 
tinguislied  it  from  the  eau  de  Colognes 
and  the  label  is  black  and  gold. 

The  introduction  of  this  new  packag- 
ing for  Tabu  fragrances  is  seen  by  Dana 
Perfumes  as  "re-emphasising  the  sophis- 
ticated and  glamorous  appeal  of  this 
classic  fragrance  range."  Dana  Pcrjiimes 
Ltd.  7  Conduit  Street.  London  IV/. 

Baby  food  on  air 

Following  a  successful  trial  run  on 
Piccadilly  radio  last  year  when  sales  of 
both  Baby  Food  One  and  Baby  Food 
Two  nearly  doubled  in  the  Lancashire 
area,  Robinson's  Baby  Foods  are  to  ex- 


tend their  radio  advertising  campaign  to 
cover  the  northern  half  of  the  country. 
The  stations  will  include  Clyde,  Forth, 
Metro,  Pennine,  Hallam,  Trent,  City, 
Piccadilly  and  Tees. 

In  addition  Press  advertisements  will 
appear  regularly  throughout  the  year  in 
the  mother  and  baby  specialist  Press 
and  selected  women's  magazines.  Reckitt 
Products.  Reckitt  House,  Stoneferrv 
Road.  Hull  HU8  SDD. 

ON  TV 
NEXT  WEEK 

Ln — London.  M — Midlands;  Lc — Lancashire;  Y— 
Yorkshire,  Sc — Scotland;  WW — Wales  and  West. 
So — South,  NE — North-east.  A — Anglia,  U — Ulster; 
We — Westward,  B — Border.  G — Grampian. 
E — Eireann.  CI — Channel  Island. 

Alberto  V05  shampoo:  Y,  NE 

Alberto  balsam:  All  except  U,  E 

Alka  Seltzer:  All  except  A 

Anadin:  All  areas 

Buf  Put:  Ln,  Y,  NE 

Crest:  M,  Y,  Sc,  A,  G 

Head  &  Shoulders:  Ln,  M,  Y,  Sc,  A,  U,  G 

Kotex  Simplicity:  M,  Y,  Sc,  WW,  NE,  We, 

CI 

Wondra:  Y,  NE 
Zest:  M,  Lc,  Sc,  B,  G 
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OPEN  SHOP 

Putting  our  faith  in 
the  weather 

This  contribution  conies  jroni  a  proprietor  pharmacist  in  Lancashire 


What  a  pity  the  plight  of  retail  pharmacy 
can't  be  put  on  the  map  the  way  the  TV 
weatherman  sticks  those  curious  symbols 
over  the  regions  every  evening  .  ,  .  "Dis- 
pensing figures  in  local  areas  are  expect- 
ed to  drop  dramatically  over-night  as 
doctors  move  into  health  centres  and 
adjacent  surgeries  shut  down.  Numerous 
isolated  closures  are  imminent  as  profit 
margins  fall  and  RPM  collapses."  (Pause 
whilst  an  inverted  black  mortar  is  slapp- 
ed on  a  doomed  part  of  the  country.) 

The  current  message  for  all  pay  nego- 
tiators is  obvious:  you've  got  to  state 
your  case  in  dramatic  picture  form. 
Committee  room  discussions  about  the 
statistics  of  the  January  and  February 
closure-rate  seem  futile — impact  to  com- 
pete with  a  film  shot  of  a  putrefying  heap 
of  garbage  on  the  city  pavement  is  an 
essential.  The  screen  has  long  since  blurr- 
ed the  line  between  heroes  and  villains 
and  it  no  longer  matters  which  role  you 
take,  just  as  long  as  you're  tele-visual. 

These  morbid  thoughts  occupied  my 
m'iiid  as  I  locked  up  the  shop  one  even- 
ing after  a  rota  duty.  I  stepped  out  into 
a  street  engulfed  in  fog.  The  night  be- 
fore I  had  watched  Jack  Scott  plonk  an 
ominous  white  blob  on  our  part  of  south- 
east Lancashire.  He  hadn't  mentioned 
visibility.  It  pays  to  be  cynical  of  the 
media  and  forecasting  in  particular. 

Here  comes  summer 

It  took  me  five  minutes  to  de-ice  the  car 
windows  and  get  the  door  open.  Ironic- 
ally that  same  day  I  had  listened  to  a 
sales  representative  tell  me  we  were  in 
for  a  glorious  summer.  He  was  trying  to 
sell  me  sunglasses  for  the  coming  sea.son. 
I  turned  the  ignition  and  the  engine 
coughed  asthmatically.  The  chap  with  a 
suitcase  full  of  suntan  preparations  had 
made  the  same  prediction.  "I  can  feel  it 
in  my  loins,"  he  had  said.  Obviously  a 
man  trained  in  positive  thinking.  "But 
what  of  my  remainders  from  '78?" 

I  had  told  the  sunglasses  rep  that  I 
only  needed  some  over-specs  and  a  few 
inexpensive  pairs  for  the  children.  The 
other  merchant  in  solar  dreams  was  ask- 
ed to  call  back  later.  Of  all  the  merchan- 
dise we  sell,  these  over-distributed  mysti- 
cal symbols  of  human  fantasy  represent 
the  biggest  gamble.  I  turned  the  key 
again  and  the  car  spluttered  into  life. 

Last  year  I  had  taken  a  holiday  at  the 
end  of  May.  I  had  enjoyed  a  week  of 
perfect  weather.  I  remember  following 
the  lawn  mower  around  my  sun  drench- 
ed garden,  inwardly  congratulating  my- 
self. Before  starting  my  break  I  had 
taken  the  residual  stocks  of  suntan  pre- 
parations from  1977,  cut  their  prices  and 


dressed  my  window  with  tempting  offers. 
That  should  reduce  their  embarrassing 
volume,  I  enthused. 

But  in  my  absence  my  staff  had  caught 
the  euphoria  of  sunshine.  Apparently 
tribes  of  half-naked  customers  had 
quickly  gobbled  up  my  low-priced  sur- 
pluses. An  appreciable  hole  had  been 
made  in  the  one-year-old  mountain  of 
sunglasses,  also  offered  at  big  discount 
prices.  But  in  the  heat  of  the  moment  my 
staff  had  ordered  fresh  stocks  to  replace 
the  sudden  deficit  in  our  ranges.  I  needn't 
remind  you  that  that  was  the  only  heat- 
wave we  had  last  year. 

By  the  autumn  we  were  uplifting  an 
even  bigger  stock  of  summer  lines  and 
carrying  them  into  the  rear  of  the  prem- 
ises. There  are  more  ways  than  one  of 
having  your  differentials  eroded. 

It's  hard  to  say  which  exercises  the 
biggest  influence  on  our  particular  mar- 
ket-place— political  decisions,  bureaucra- 
tic interference,  industrial  strife  or  the 
vagaries  of  the  weather.  Actually  last 


January  and  February  were  good  months 
for  trade  with  me.  Significantly  I  had 
sold  over  500  hotwater  bottles  with  never 
a  marketing  executive  in  sight.  Proper 
seasonable  weather  is  the  best  bonus  we 
can  get.  As  I  searched  for  the  motorway 
signs  amid  the  gloom,  my  mood  improv- 
ed. If  the  sun  shines  in  '79  like  it  shone 
in  '76,  I  thought,  those  travellers  could 
be  talking  sense.  My  headlights  picked 
out  the  catseyes  on  the  slip  road.  A 
marvellous  invention  those  catseyes. 

Was  this  the  year  for  photochromatic 
or  polarised  lenses,  I  wondered?  To  buy 
or  not  to  buy?  That  was  the  question. 
Black  magic  or  the  slings  and  arrows  of 
outrageous  dazzle?  I  resolved  to  take  out 
the  literature  again — the  ones  with  the 
pictures  of  pretty  girls  wearing  next  to 
nothing.  If  I  had  to  gamble  I  was  going 
to  study  form  first. 

I  thought  of  the  ideal  customer  making 
her  inquiry  at  the  counter:  "I  want  some 
lotion  to  give  me  a  nice  brown  tan — if 
we  go  sunbathing — if  we  get  any  sun. 
And  some  lotion  for  sunburn — if  I  go 
red  anyway — if  we  go  sunbathing — if  we 
get  any  sun.  And  some  lotion  to  make 
you  go  brown  without  the  sun — if  we 
don't  go  sunbathing — if  we  don't  get  any 
sun  .  .  .  please." 

As  I  turned  the  car  into  the  drive  and 
the  tyres  crunched  over  the  compacted 
snow,  I  said  to  myself:  "You've  got  to 
be  a  survivor,  old  man.  You've  got  to  be 
a  survivor.  And  you've  got  to  believe 
in  sunshine." 


More  incentives-to-buy  likely 


During  the  fourth  quarter  of  1978  there 
were  640  promotions  in  operation  among 
the  five  product  categories  known  as 
the  chemist  group.  The  figure  is  the 
result  of  adding  together  the  totals  of 
the  three  months  as  published  by  M.  S. 
Surveys  in  Merchandising  and  Promo- 
tional Intelligence.  The  individual  pro- 
duct totals  were: 


4th  qtr 

4th  qtr 

1978 

1977 

Baby  foods  25 

26 

Toiletries  437 

475 

Cosmetics  65 

45 

Hair  preparations  and 

shampoos  110 

109 

All  medicinal  products  3 

6 

640 

661 

It  should  be  borne  in  mind  that  the 
M.  S.  Surveys  statistical  system  embraces 
22  product  categories  and  these  consti- 
tute the  range  of  items  available  for 
purchase  in  the  average  size  supermarket. 
Also  that  the  figures  cited  in  this  report 
represent  those  promotions  which  have 
been  available  to  retail  outlets  on  an 
"open-to-all"  basis.  They  do  not  in- 
clude promotions  run  by  supermarkets 
or  symbol  group  stores  on  a  "tailored- 
to-fit"  arrangement. 

Taking  the  full  22  categories,  last  year 
saw  12,777  promotions  operating  on  the 
"open-to-all"  basis  and  for  1977:  12,838, 
a  difference  of  less  than  0.5  per  cent. 


For  the  chemist  group,  the  annual 
comparison  was: 


1978 

1977 

%Diff 

Baby  foods 

106 

93 

+  14.0 

Toiletries 

1876 

1866 

+  0.5 

Cosmetics 

290 

288 

+  0.7 

Hair  preparations 

and  shampoos 

453 

517 

^  12.4 

All  medicinals 

24 

38 

-36,8 

2749 

2802 

-1.2 

Chemists  will  not  need  to  be  remin- 
ded that  last  year  saw  more  furious 
competition  among  grocery  outlets  in  the 
high  streets  than  ever  before.  The  elimi- 
nation of  small  shops  and  even  the 
closure  of  medium  sized  supermarkets, 
took  place  on  an  unprecedented  scale. 
It  had  been  projected  that  this  trend 
would  continue  into  the  current  year. 

A  question  mark  now  hangs  over 
that  prospect.  The  transport  strike  which 
caused  chaos  in  the  stock  rooms  and 
warehouses  and  even  hit  the  totality  of 
production,  added  to  the  unavoidable 
increase  of  price  inflation.  This  hits 
manufacturers  profit  margins  and  pos- 
sibly renders  that  impossible. 

However,  the  ferocity  of  competition 
for  the  housewives'  spending  money  will 
continue  A  switch  away  from  heavy 
price  cutting  to  forms  of  incentives-to- 
buy  is  therefore  indicated  and  in  all 
probability  "fabulous"  holidays  will  be 
one  of  the  favoured  enticements. 
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ndrex  is  keeping  both  you 
and  your  customers  busy. 


If  you  go  down  to  your  Andrex  customers' 
homes  today,  youVe  in  for  a  big  surprise. 

You  may  find  that  trains,  boats  and  planes, 
not  to  mention  the  odd  man-eating  shark  or 
crocodile,  have  now  taken  over. 

They're  just  some  of  the  models  that 
customers  are  making  as  a  result  of  the  latest 
Andrex  promotion. 

The  Andrex  Play  Pack  is  on  offer  in  national 
magazines  throughout  March,  April  and  May, 
and  is  certain  to  appeal  to  mothers  and  children. 


This  kind  of  activity  is  keeping  Andrex  miles 
ahead,  currently  outselling  even  its  nearest  com 
petitors  by  more  than  four  to  one. 

And  ensunng  that 
Andrex  customers  are 
now  sticking  together^ 
more  than  ever. 


Soft,  strong 
and  very  long. 


Andrex 


Andrex  is  a  Bowater+Scott  quality  product. 


BEGINS  APRIL  2 

COIN-A- 
CAPTION 

COMPETITION 

BIG  SAVINGS!  BIG  PRIZES! 

INCLUDING  £500  WORTH 

GOLD  SOVEREIGNS  FOR  YOU  ^ 


PUTrrUPANDWATC 


More  and  more  Pointer  to  Value  signs  are 
going  up.  In  chemist  shops  all  over  the  country. 

Because  more  and  more  independent 
chemists  are  finding  that  joining  forces  with 
UniChem  is  the  best  way  to  keep  their  businesses 
running  profitably.  And  independently 

For  instance,  with  over  3,700  members 
we  can  easily  match  the  buying  power  of  the  big 


multiple  chains.  So  we  help  you  keep  your  prices 
low.  Without  chipping  away  at  your  profits. 

What's  more,  for  1979  we've  planned  an 
exciting  promotional  package  to  attract  new 
customers  to  your  shop,  including  9  in-store 
promotions,  featuring  eye-catching  point  of  sale 
material  and  regular  cut-price  offers. 

And  behind  all  this  is  a  computerised 
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VALUi 


roUR  STOCKS  GO  DOWN. 


delivery  service  that's  second  to  none. 

Because  the  faster  your  stocks  go  down, 
the  faster  you'll  want  them  replaced. 

To  find  out  more  about  UniChem  and  the 


advantages  of  membership,  contact  John  Speller, 
UniChem  Ltd.,  Crown  House,  Morden, 
Surrey  SM4  5EFTel:  01-542  8522. 


UniChem.  With  us  you're  independent,  but  never  alone. 
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We  could  turn 

10  million  heads 

this  year. 


Sooner  or  later,  every  woman 
who  picks  up  a  woman's  magazine 
will  turn  to  one  of  our  advertise- 
ments. Because  from  April  till  the 
end  of  the  year  we'll  be  putting  our 
products  under  the  Poly  name 
for  the  first  time  in  the  first  place 
women  turn  to  for  hair  care  advice 
and  information:  women's  colour 
magazines. 

At  a  conservative  estimate, 


over  10  million  women  will  get 
the  message. 

And  once  they've  turned  to 
our  ads,  it's  a  short  step  before 
they  turn  into  your  shops  and  ask 
for  our  products.  Which  is  why  it 
makes  economic  good  sense  to 
stock  up  now  right  across  the 
Hair  by  Poly  range.  It's  the  sure- 
fire way  of  turning  heads  and  a 
pretty  penny. 


I;;::';-'        ^  ^ 


Hair  by  Poly 


W  W  V!  W  W  W  '0"'  (8! 
as.  j:.         as   s        r  . 
^      ■      -iri  M 


peer  ivoix 


386    Chemist  &  Druggist 


24  Marcii  1979 


EQUIPMENT 

Mobile  steps  to 
to  high  shelving 

Ronco  Sales  Organisation  have  intro- 
duced a  pair  of  mobile  steps  that  give  a 
working  height  of  30in,  offering  access 
to  high  shelves,  racking  etc. 

The  Three-stepmobile  (£58.50  ex 
VAT)  is  constructed  with  an  all  welded 
^in  tubular  sleel  frame  incorporating  a 
handrail.  The  three  treads  are  fitted 
with  recessed  non-slip,  non-trip  rubber 
and  the  whole  unit  can  be  wheeled  from 
place  lo  place  and  manoevered  into 
position  by  means  of  the  sprung  castors. 
When  a  foot  is  placed  on  the  steps,  the 
castors  are  designed  to  retract  into  cup- 
shaped  mounts  for  a  firm  and  stable 
grip.  The  steps  are  19in  wide.  30in  deep 
with  an  overall  height  of  56in.  Their 
colour  is  birch  grey.  Ronco  Sales  Or 
ganisation,  81  East  End  Road.  Einclilcv. 
London  N2  (ISR. 

Two  calculators 
with  print  outs 

The  Esselte  Citizen  1.^2  CP  (£89.95  ex 
VAT)  is  a  calculator  small  enough  to 
fit  into  a  briefcase  but  which  features  a 
10-digit  high  speed  print-out,  a  four-key 
memory,  discount  per  cent  logic  and 
green  display.  The  132CP  is  powered  by 
either  disposable  batteries  or  mains. 
Despite  Its  size  it  lakes  standard  paper 
rolls  for  convenience. 

The  Esselte  Citizen  140  PP  (£195  ex 
VAT)  can  programme  up  to  256  sep- 
arate steps  and  store  under  9  label 
headings.  Twin  independent  memories 
enable  several  calculations  to  be  handled 
simultaneously.  Simple  financial  and 
percentage  calculations  can  be  processed 
automatically  and  it  has  extra-large 
digit  display.  Esselte  Products  Ltd.  Tel- 
ford Road.  Houndinills  Estate.  Basin\;- 
st(jke.  Hants. 

A  floor  cleaner 
and  a  sweeper 

Two  new  floor-cleaning  machines  have 
been  introduced  by  Cimex.  Model  EBfil 
has  been  designed  for  the  simultaneous 
scrubbing  and  suction  drying  of  large 
floor  areas.  Ballcry-driven,  the  model  in- 
corporates the  three-brush  counter- 
rotation  system.  It  has  a  scrubbing 
width  of  24in  and  can  deep-scrub  all 
types  of  textured,  studded  or  ribbed 
flooring  even  when  the  surface  is  un- 
even. The  1.1561  can  scrub  up  to  600 
sq  ft  per  hour. 

The  L82  ride-on  battery  powered 
sweeper  can  deal  with  most  sweeping 
jobs  inside  and  outside  factories  and 
warehouses.  The  machine  is  capable  of 
clearing  away  heavy  deposits  of  dust  and 
debris  in  one  pass  and  can  collect  all 
litter  regardless  of  shape.  All  dust  parti- 
cles greater  than  three  micrometers  are 


ai(j  access 


retained  by  a  filter.  1  he  batteries  can 
give  a  continuous  working  shift  of  up  to 
five  hours.  Ciine.x  Ltd.  Cray  Avenue. 
Orpington. 

New  type  halon  gas 
fire  extinguishers 

A  range  of  hand-operated  fire  extin- 
guishers filled  with  halon  gas  have  been 
introduced  by  Photain  Controls  Ltd.  The 
gas  is  inert,  virtually  non-toxic  and  non- 
corrosive  and  is  effective  against  classes 
A.  B  and  C  fires  (carbonaceous  mate- 
rials; oil  and  petroleum  spillage,  spirit 
etc;  and  electrical  circuits)  and  will  help 
cimtrol  class  D  (metallic  fires). 

These  fire  extinguishers  do  not  add  to 
the  damage  caused  by  the  fire,  unlike 
water  or  some  foam  and  powder  extin- 
guishers. There  is  no  hazard  involved  in 
the  use  under  normal  circumstances. 
Special  care  should  be  taken  in  un- 
ventilated  areas.  Ihe  extinguishers  are 
available  in  a  range  of  sizes  from  0.7 
kilos  to  50  kilos.  I  he  1  kilo  size  (£10  ex 
VAT)   IS  suitable   for  a   small  lock-up 


Sweda's  L25-20  cash  register  with 
optional  deep  cash  drawer 


shop.  Models  of  1.5  kilos  and  over  are 
supplied  with  a  pressure  gauge.  Photain 
Controls  Ltd.  Unit  18.  Hangar  No  i, 
Tlie  Aerodrome,  Ford.  West  Sussex. 

Sweda  cash  registers 

'I  he  E25  series  of  electronic  cash  regis- 
ters have  been  introduced  by  Sweda 
International.  The  L25-10  (£625  ex 
VAT)  has  as  its  major  features:  three  or 
four  department  totals;  single  item 
operation;  slip  validation;  front  and  rear 
display  standard.  Other  features  include 
refunds;  paid  outs;  plus  percentages  and 
a  deep  cash  drawer  and  turret  display 
are  optional  extras. 

The  L25-20  (£850  ex  VAT)  has  as  its 
major  features,  in  addition  to  above: 
six  or  eight  department  totals;  two 
cashier  totals  with  separate  analysis; 
audit  roll  blocking;  three  types  of  tender 
and  refunds  to  net  from  department  if 
required.  Sweda  International.  27  Gos- 
well  Road.  London  ECL 

Tillview'  system 

The  "  I  illview"  is  a  new  detection  system 
by  Retail  Security  Systems  Ltd.  A  multi- 
window  shell  hides  a  closed  circuit  tele- 
vision which  can  be  controlled  from  the 
managers  oflRce  to  pan,  tilt  and  zoom 
m  on  one  of  the  tills  with  definition  to 
such  a  degree  that  the  till  display  can 
be  read  and  the  goods  passing  through 
monitored  on  a  television  screen. 

About  30  per  cent  of  "shrinkage"  in 
retail  outlets  is  through  tills  and  "Till- 
view" is  aimed  at  cutting  this  by  30  per 
cent.  A  typical  system  to  guard  a  num- 
ber of  tills  can  be  rented  for  £11.20  a 
week  inclusive  of  installation  and  12 
months'  maintenance.  Retail  Security 
Systems  Ltd.  Roundhay  Industrial 
Estate.  Grant  Avenue.  Leeds  7. 

Limpet  acquisition 

E'ollowing  a  marketing  policy  decision 
to  concentrate  on  the  company's  tradi- 
tional products — polypropylene,  steel, 
rayon,  polyester  strapping  and  related 
machinery,  as  well  as  tying  materials, 
Gordian  Strapping  Ltd  has  transferred 
its  self-adhesive  taping  and  machinery 
interests  to  Limpet  Tapes  Ltd. 

Under  the  arrangement  Limpet  has 
acquired  existing  stock  and  undertaken 
commitments  relating  to  customer  agree- 
ments and  service  responsibilities.  The 
company  was  selected  by  Gordian  be- 
cause of  the  company's  experience  with 
the  equipment.  which  will  assure 
Gordian's  former  customers  of  vital 
continuity.  Limpet  Tapes  Ltd.  S  Uatcham 
Park  R,Hid.  London  SEN  5QD. 

Beaker  heater 

A  new  beaker  heater,  with  the  B  E.A.B. 
safety  mark  and  which  complies  with 
BS  3456,  has  been  introduced  by  Wellco. 
The  heater  has  an  overload  cut  out  and 
a  heat  guard  Wellco  Electric  Ltd.  Wil- 
hiirv  Wax.  Hitchin.  Herts  SG4  OTZ. 
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Taking  the  sweat  out  of 
the  British  summer 

by  Terry  O'Gorman,  editor,  Refrigeration  and  Air  Conditioning 


Of  all  the  many  shops  in  the  average 
High  Street  which  could  profitably  bene- 
fit from  the  installation  of  air  condi- 
tioning, few  would  show  a  greater  return 
on  capital,  a  better  cost-eftectiveness, 
than  the  pharmacy — particularly  those 
establishments  that  specialise  in  the  sale 
of  the  more  exi>tic  perfumes,  cosmetics, 
toiletries  and  similar  goods. 

British  summer  is  considerahl\  more 
humid  than  the  summers  in  Rome  or 
New  York  where  air  conditioning  is 
regarded  as  part  of  the  essential  life- 
support  system.  In  Rome  the  average 
relative  humidity  during  the  summer  is 
53  per  cent.  In  New  ^'ork  it  is  5S 
per  cent.  I  he  average  for  London  is  10 
per  cent.  Because  it  is  humidity  rather 
than  heat  which  makes  people  feci 
sweaty,  uncomfortable,  drowsy  and  all- 
too-often  short-tempered,  it  can  be 
argued  that  London's  need  for  air  con- 
ditioning is  statistically  28  degrees 
greater  than  in,  say,  Rome. 

These  figures  refer  only  to  atmosphe- 
ric relative  humidity.  Within  a  shop's 
micro-climate  they  can  be  higher. 

Because  they  are  in  the  luxury  goods 
business,  pharmacies  generally  have  a 
considerably  higher  level  of  display 
lighting  than  the  standard  High  Street 
shop.  Such  display  lights,  together  with 
other  equipment,  give  out  a  considerable 
amount  of  heat.  To  this  must  be  added 
the  heat  given  out  by  customers  and 
staff,  for  each  person  radiates  heat  to 
the  equivalent  of  100-150  watts. 

Because  Britain  is  in  the  northerly 
latitudes,  the  sun  is  at  a  much  lower 
angle  for  a  considerably  longer  period 
A  typical  air  conditioning  system 


of  time  than  it  is  in  tropical  or  equato- 
rial countries.  For  a  large  part  of  the 
day,  therefore,  the  sun  shines  directly 
into  the  shop  window — and  sends  the 
temperature  soaring.  The  temperature 
inside  an  average-size  chemist  shop 
might  well  go  above  the  High  Street 
average  86  F  frequently  experienced  in 
other  shops  during  a  sunny  summer. 

At  this  temperature  people  begin  to 
sweat.  As  their  sweat  evaporates  it 
increases  the  relative  humidity  of  the 
micro-climate  inside  the  shop  for  a  given 
temperature.  The  relative  humidity  can 
reach  80  per  cent  rapidly,  and  if  the 
shop  has  a  high  level  of  display  lighting, 
it  could  exceed  85  per  cent.  As  the 
relative  humidity  increases,  the  ability  of 
sweat  to  evaporate  decreases  thereby 
producing  the  clammy  feeling.  The  tem- 
perature, therefore,  is  about  the  same  as 
in  Java  on  a  sunny  day — and  the  humi- 
dit>  is  certainly  on  a  par  with  that  expe- 
rienced in  most  tropical  countries  dur- 
ing the  rainy  season.  One  might  reason- 
ably claim  that  under  such  conditions 
air  conditioners  are  a  sound  investment. 

These  days,  installing  a  modern, 
packaged  air  conditioner  is  neither  parti- 
cularly expensive  or  time-consuming. 
The  most  widely  used  packaged  unit  in 
the  retail  trades  is  the  split  system,  which 
consists  of  two  self-contained  cases,  one 
housing  the  filters,  coils  and  air  handling 
fans  and  compressors,  and  the  other 
housing  the  condenser  equipment.  It  is 
possible  to  site  the  equipment  below  the 
floor  or  on  the  roof. 

Capacities  range  from  2  kW  to  170 
kW,  and  they  can  be  adapted  to  suit  the 
individual   characteristics   of   most  pre- 


mises. Running  costs  vary  enormously, 
but  they  should  average  about  £4-£6  a 
day  for  a  shop  of  about  100  sq  m.  This 
would  give  a  temperature  range  of  68 
to  7.V  F — the  lower  temperature  being 
the  winter  mean  level — and  a  relative 
humidity  of  40-60  per  cent,  these  being 
the  basic  "comfort  parameters"  to 
which  air  conditioning  engineers  work. 
Installation  costs  for  such  results  would 
be  £1,500  upwards. 

It  is  difficult  to  evaluate  the  cost- 
effectiveness — except  to  report  that  many 
retailers  claim  to  have  doubled  their 
trade  since  installing  air  conditioners. 

Air-conditioning  can  help  reduce  staff 
turnover.  One  of  Britain's  major  retail 
chemist  chains  has  air  conditioning  only 
in  its  modern,  or  modernised,  branches. 
Experience  has  shown  a  measurably 
higher  pro  rata  sales  turnover  in  air 
conditioned  branches  plus  a  substantially 
lower  staff  turnover.  Indeed,  the  com- 
pany reports  that  many  staff  request  a 
transfer  from  the  older  branches  to 
branches  with  the  more  pleasant  work- 
ing environment. 

Information  and  displays  of  the  latest 
air  conditioning  systems  and  refrigera- 
tion equipment  will  be  on  show  at  the 
London  Refrigeration  and  Air  Condi- 
tioning Exhibition  in  April.*  It  is  spon- 
sored by  the  London  Refrigeration  So- 
ciety and  the  journal  Refrigeraiiaii  and 
Air  C'linliiionliii^'.  Among  the  equipment 
on  show  will  be  the  latest  in  heat  pumps. 
These  use  the  excess  heat  taken  from 
the  atmosphere  in  the  shop,  to  heat  the 
store's  hot  water  supply  or,  in  the  win- 
ter, to  heat  an  office  or  storage  area. 

*  The  London  Refrigeration  and  Air 
Conditioning  Ex  til  bit  Ion  Is  to  be  field 
at  tfie  Heston  exfilbltion  and 
conference  centre,  Pfioenix  Way, 
Cranford  Lane,  f-feston,  Middlesex, 
from  April  24-26.  Details  from 
f\/lacfaren  Exfilbitlons,  Davis  House, 
69  High  Street,  Croydon. 
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WeVe  both  developed  in  the  same  way 


Newborn.  For  the  right  start. 

The  Newborn  teat  in  soft,  pink 
latex  is  used  and  recommended 
by  more  than  75%  of  British 
maternity  hospitals.  It's  soft 
enough  for  the  youngest  babies  to 
enjoy  easy  feeding  yet  firm  enough 
to  resist  collapsing. Mowavailable  to 
the  trade  for  the  first  time. 

Freflo.  For  extra  resilience. 

Having  made  happy  and  satis- 
factory progress  with  Newborn 
hospital  proved  teats  the  more 
resilient  Freflo  with  pure  latex 
construction  and  choice  of  hole 
size  is  the  next  step. 

Variflo.  For  flexible  feeding. 

The  latest  development  in 
teats  with  a  variable  flow  rate. 


Mothers  no  longer  need  to 
choose  teats  by  hole  size  and 
babies  can  feed 
according  to  their 
mood. 

The  new  Variflo 
with  an  oval  hole 
gives  control  of  flow 
rate  from  fast 
to  slow  — in  one 
teat. 


When  used  with  Nursery  Poly- 
carbonate Feeding  Bottles  which 
are  lightweight, clear  as  glass, 
completely  smooth  with  no  germ 
traps, fully  boilable  and  virtually 
unbreakable.  Nursery  teats  are  the 
natural  progression  in  safer  more 
satisfying  feeding. 

Nursery  Feeding  bottles  and 
teats  by  Griptight. 

Order  your  supplies  early  to 
meet  the  consumer  advertising 
demand. 


by  Griptight 

Lewis  Woolf  Griptight  Limited,  Home  Sales  Department,  144  Oakfield  Road, 
Selly  Oak,  Birmingham  B29  7EE.Telephone  021-472  421 L 
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THEY  BOTH  SELL  JCY-RIDES. 

ONIYTHEONEON  THE  RIGHT  MAKES 
AYEAR-ROUND  PROFU. 

What  makes  Joy-Rides  from  Stafford-Miller  a  year  round  success? 

They're  the  travel  sickness  tablet  made  specially  for  children,  in  a  chewy, 
raspberry-flavoured  form  that  they  happily  accept. 

Joy-Rides  outsell  every  other  children's  travel  sickness  remedy 

And  they'll  go  on  doing  so.  Because  this  year  we  not  only  have  some 
very  fresh,  very  striking  advertisements  appearing  in  family  magazines. 

Reminding  parents  that  neither  they  nor  their  children  need  suffer  the 
effects  of  travel  sickness. 

But  we'll  also  be  offenngan  irresistible  counter  promotion. 

Your  Stafford-Miller  rep.  will  give  you  all 
the  details  of  the  eye-catching  show  stand 
containing  free  quiz  books  to  amuse  the  kids. 

Together;  theyil  take  Joy-Ridesa  long  longway     The  travel  sickness  to  Wets 
^  ^  ^  b     to  made  specially  for  children. 


JUI  ILCI   pi  Ul  I  lULIUI  I. 

Joy-Rides 
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COUNTERPOINTS 


Vichy  support  Equalia 
with  spring  promotion 

Vichy  are  once  again  supporting  Equalia 
with  a  heavy  advertising  and  promotion 
campaign  this  spring.  The  company 
believes  that  a  key  element  in  the  success 
achieved  by  this  product  last  year  was 
an  extensive  trial  size  operation. 
Research  has  shown  that  the  conversion 
to  full  size  was  high  and  Vichy  are  again 
using  the  trial  size  to  recruit  new  users. 

The  trial  size  pack  comes  with  a  free 
skin  care  leaflet  and  will  retail  at  £0.50. 
They  are  merchandised  in  24s  in  an  eye- 
catching unit  and  supported  by  an 
unusual  and  attractive  display  piece.  The 
merchandiser  is  designed  to  take  normal 
packs  when  the  trial  sizes  are  sold  out. 

This  promotion  will  be  supported  by 
an  all  stations  radio  campaign  worth 
about  £60,000  with  45  second  spots  high- 
lighting the  trial  size. 

To  maximise  the  sales  impact  of  the 
trial  operation  a  new  advertising  cam- 
paign will  break  in  women's  magazines 
in  April.  Women's  Own,  Vogue,  Cosmo- 
politan, Women's  Journal,  Harpers  and 
Queen,  Company,  Over  21  and  Ms 
London  are  all  to  be  used  in  presenting 
a  newly  created  full  page  colour  adver- 
tisement for  Equalia.  This  campaign  will 
run  through  to  July,  and  is  just  the  start 
of  a  campaign  planned  to  run  throughout 
the  year.  Vichy  (UK)  Ltd,  1  Hay  Hill, 
London  WIX  7LF. 


Scholl  introduce 
deodorizers 

Deodorizers,  new  anti-bacterial  insoles, 
are  now  available  from  Scholl  (UK)  Ltd. 
Scholl  deodorizers  (£0.85)  are  impreg- 
nated with  Irgasan  to  inhibit  the  growth 
of  odour-causing  bacteria.  Made  of  latex 
foam,  the  insoles  are  said  to  absorb 
perspiration,  keeping  feet  dry  as  well  as 
odour-free.  The  special  foam  construc- 
tion and  rayon  top  cloth  ensure  dura- 
bility, says  the  company. 

Deodorizers  can  be  cut  to  size,  having 
ladies"  si/cs  2-8  and  men's  sizes  6-12 
printed  on  the  underside  of  ihc  insoles. 
An  advertising  campaign  worth  t'lOO.OOO 
will  support  the  new  product  this  sum- 
mer. Introductory  deals  to  allow  for 
price  promotion  are  available  lo  retailers. 
Sihnll  (UK)  I. id,  1<S2  .S/.  y,'/(/;  Sinct. 
l.,,iuln,i  IX  I  r  IDU 


Pretty  Polly  prizes 

Galaxy  by  Pretty  Polly,  the  merchandis- 
ing division  of  the  hosiery  manufacturers 
are  offering  the  consumer  £9,000  worth 
of  prizes  in  their  on-pack  "Win  a  dream" 
competition  from  April  to  August  this 
year.  The  first  prize  is  valued  at  £4,000, 
second  £2,000,  third  £1,000  and  there  are 
£2,000  worth  of  consolation  prizes  of  £20 
gift  vouchers.  In  addition  to  completing 
a  simple  competition,  the  consumer  has 
to  say  what  would  be  her  most  wonderful 
dream.  The  winner  will  be  able  to  have 
that  dream  up  to  the  value  of  the  prize. 

To  support  retailers  in  their  sales 
efforts.  Pretty  Polly  are  launching  a 
£60,000  advertising  campaign  using  com- 
mercial radio  and  the  TV  Times.  There 
is  also  a  trade  promotion  with  over  £600 
in  prizes.  First  prize  is  an  original  Bill 
Tidy  cartoon,  plus  £250  cash,  second 
prize  £150  and  a  copy  of  the  cartoon  and 
3rd  prize  £100  cash. 

The  sell-in  period  begins  April  2  for 
approximately  four  weeks  and  the  closing 
date  for  consumer  and  retailer  competi- 
tions is  August  31.  Retailers  buying  in 
can  enter  the  trade  competition — "stretch 
a  leg" — which  involves  captioning  a  Bill 
Tidy  cartoon.  Distributors:  Pharmagen 
Ltd,  Chapel  Street,  Runcorn,  Cheshire. 


PRESCRIPTION 
SPECIALITIES 

First  heavy-metal 
anti  cancer  drug 

Mead  Johnson  are  marketing  the  first 
heavy  metal  anticancer  compound, 
cisplatin.  The  bacterial  cell  division- 
inhibiting  properties  of  platinum-contain- 
ing complexes  was  first  demonstrated  in 
the  1960s  and  by  1968  one  of  these  deri- 
vatives, cisplatin,  was  found  to  be  most 
effective  in  a  number  of  animal  tumours. 
Clinical  studies  have  confirmed  the 
activity  of  cisplatin  in  a  wide  range  of 
cancers,  especially  those  of  the  genito- 
urinary system  and  in  particular  cancer 
of  the  testis  and  ovary.  Tumours  which 
have  become  resistant  to  established 
treatment  have  responded  to  cisplatin. 

In  1971  a  multidisciplinary  UK  plati- 
num cancer  group  was  formed.  Clinic- 
ians at  the  Royal  Marsden  Hospital  were 
among  the  first  to  evaluate  cisplatin 
therapy  in  patients. 

NEOPLATIN  injection 

Manufacturer   Mead  Johnson  Labora- 
tories, division  of  Bristol-Myers  Co  Ltd, 
Station  Road,  Langley  SL3  6EB. 
Description  Vial  of  cisplatin  lOmg. 
Indications  As  palliative  therapy  in  addi- 
tion to  other  therapy  in  the  management 
of  neoplastic  diseases  especially  meta- 
static testicular  and  ovarian  tumours. 
Contraindications,     Dosage,     etc  See 
literature. 

Packs  lOg  vials  (£10,75  trade). 
Supply    restrictions    Prescription  Only 
Supplied  only  to  centres  with  experience 
in  chemotherapy  of  malignant  diseases. 
Issued  March  1979 


TACHYROL  tablets 

Manufacturer  Duphar  Laboratories  Ltd, 
Caters  Hill,  West  End,  Southampton 
SOI  3JD 

Description  A  white  round  tablet,  im- 
printed  DHT  on  one  face  containing 
0.2mg  dihydrotachysterol 
Indications     Rickets     or  osteomalacia 
resistant   to   vitamin    D;  post-operative 
and      idiopathic  hypoparathyroidism; 
renal  osteodystrophy 
Contraindications  Hypercalcaemia 
Dosage     Adults — initially,     one  tablet 
daily.   Dosage  then  adjusted  according 
to   requirements  and   clinical  response. 
Children — adjusted  to  requirements 
Precautions  Barbiturates  may  influence 
vitamin    D    metabolism    and  increased 
doses    of    dihydrotachysterol    may  be 
needed  in  patients  taking  barbiturates  or 
other  anticonvulsants 
Side    effects    In    overdosage    may  be 
anorexia,     nausea,     vomiting,  griping, 
polyuria  and  polydipsia 
Storage  In  airtight  container,  protected 
from  light.  Shelf  life  of  three  years  from 
date    of    manufacture    if    kept  below 
20  C. 

Packs  75  tablets  (£6.90  trade) 
Supply  restrictions  Prescription  Only 
Issued  March  1979 

Scoline  injection 

Duncan,  Flockhart  &  Co  say  that  with 
eff"ect  from  March  26  suxamethonium 
chloride  injection  BP  will  be  sold  under 
the  brand  name  Scoline.  During  the 
introductory  period,  both  pack  styles 
will  be  on  the  market  because  of  the 
existing  stock  supplies  It  is  anticipated 
that  the  change  will  take  place  more 
rapidly  with  the  5  x  2ml  packs  than  with 
the  10ml  pack.  Duncan  Flockhart  &  Co 
Ltd.  Birkheck  Street,  London  E2  6LA. 
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LETTERS 

Hot  for  Xrayser? 

I  was  amused  to  read  Xrayser's  com- 
ments and  his  reasons  for  using  glass 
tablet  bottles.  Assuming  he  does  sterilise 
all  his  returned  bottles,  how  does  he 
sterlise  the  plastic  click-type  lids? 

Don't  tell  me — he  buys  extra  lids  to 
fit  his  own  bottles  that  are  returned  and 
throws  all  others  away!  Unless,  of 
course,  besides  his  hot  air  oven  and 
autoclave  he  also  has  gamma-radiation 
sterilising  equipment  tucked  away  in  his 
dispensary. 

Well!    No    self-respecting  pharmacy 
should  be  without  one.  In  which  case  it 
would    be    more   apt    to    call  himself 
Gaminarayser ! 
G.  Ormay 
Erith,  Kent 

Xrayser's  reply,  p377 — Editor. 
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Drawing  a  line 

I  am  becoming  more  and  more  irritated 
by  the  expression  "at  this  point  of  time". 
Why  can't  they  just  say  "now"?  In  phar- 
macy I  suppose  "point  of  sale"  (meaning 
counter)  started  it  all,  but  have  you  ever 
wondered  about  the  "in''  word  of  the 
moment  where  it  comes  from,  who 
decides  (and  who  cages  all  those  records 
which  need  to  be  "released". 

Remember  Prime  Minister  Wilson 
being  pragmatic  all  over  the  place?  Then 
suddenly  we  had  grass-roots  spouting 
everywhere,  even  on  television.  More 
recently  the  word  "pre-empt"  was  being 
bandied  about  by  politicians  to  all  who 
cared  to  listen.  And  how  the  shop  stew- 
ards and  strike  leaders  fastened  on  to  that 
one!  But  it  soon  fell  out  of  favour 
because  so  few  of  them  knew  what  it 
meant ! 

Now  1  notice  in  C&D  we  have  "above- 
the-line"  advertising  (the  week  before  it 
was   below-the-line) — fact!    What  line? 


Who  drew  it?  And  where?  Above  all, 
what  on  earth  can  it  possibly  mean? 
N.  Buckley 
London  SWl 

We  apologise  for  our  oversight  on  this 
occasion — usually  C&D  "translates"  the 
jargon  of  the  marketing  and  advertising 
specialists.  However,  such  shorthand  is 
now  so  widely  used  in  discussions 
between  manufacturers  and  retail  com- 
pany buyers  that  the  independent  retailer 
perhaps  stands  aloof  at  his  peril  ("trade" 
Press  releases  use  marketing  terms  freely 
and  hence  by  inference  anticipate  under- 
standing on  the  part  of  the  publications' 
readers). 

For  the  uninitiated,  "above-the-line" 
covers  television.  Press,  radio,  cinema, 
posters  and  other  "outdoor"  advertising 
(on  all  of  which  an  advertising  agency 
will  receive  a  media  commission); 
"below-the-line"  embraces  point-of-sale 
(sorry! )  material,  direct  mail,  exhibitions, 
competitions,  money-off,  banded  and 
premium  offers,  print  (brochures  etc), 
sampling — the  whole  spectrum  of  sales 
promotion  and  merchandising  schemes  in 
fact.  The  length  of  this  list  perhaps 
explains  why  shorthand  terms  are  coined. 
But,  then,  in  pharmacy  don't  we  have 
our  MAOIs,  scripts,  tds,  etc? — Editor. 

Late  deliveries 

We  welcome  the  opportunity  to  com- 
ment on  the  anonymous  "Open  Shop" 
article  in  your  excellent  publication 
(March  10).  What  strikes  us  as  most 
revealing  is  the  negative  attitude  taken 
by  the  writer.  Since  he  mentioned  not 
one  supplier  who  met  with  his  approval, 
the  merry  MPS  could  possibly  be  joined 
by  delighted  suppliers  when  his  early 
retirement  is  reached. 

Seriously,  we  would  like  whom  so  ever 
wrote  the  article  to  discuss  it  with  us  in 
an  endeavour  to  improve  our  service  for 
the  current  year  and  so  be  constructive. 
We  look  upon  our  relationships  with  our 
agents  as  a  partnership.  Practically  every- 
one wants  delivery  in  September  and 
this  physically  is  not  possible.  Perhaps 
this  should  be  discussed  more  fully  when 
orders  are  being  placed  at  showrooms. 
For  all  we  know,  delivery  of  our  goods 
may  have  been  deliberately  delayed  by 
us  due  to  non-payment  of  an  overdue 
account. 
D.  1.  C.  Elliot 

Sales  manager,  H.  Bronnley  &  Co  Ltd. 
We  are  assured  that  the  final  sentence 
does  not  apply  to  our  contributor,  but 
of  course  it  could  be  the  reason  others 
find  their  supplies  held  up  by  the  manu- 
facturers— Editor. 

Too  quiet 

How  encouraging  to  see  the  letter  last 
week  from  Mr  B.  Atkins — we  will  not 
of  course  be  given  any  reply  to  his  ques- 
tion. It  is  significant  that  after  Miss  Tom- 
ison's  abrupt  departure  we  were  given  no 
convincing  reply  to  the  many  inquiries 
made  about  it. 

It  would  seem  perhaps  to  a  detached 
observer  that  Miss  Tomison  was  being 
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Ear  Pierein 


**IT'S  SO  EASY  AND  PROFITABLE 

I  WISH  FD  STARTED 
^         V  YEARS  AGO' ' 


It  was  just  eight  months  ago,  that  I  started 
and  last  week  I  did  my  150th  piercing. 

Making  about  £3  profit  a  time  you  can  see 
why  I  wish  I'd  been  doing  it  for  years. 

I  pierce  in  the  open  shop,  and  it's  so 
quick  -  faster  than  making  up  a  prescription. 
What's  really  surprising  is  I've  got  a  lot  of 
competition  but  it  would  seem  that  people 
prefer  to  put  their  trust  in  piercing  at  a 
chemist  shop  -  and 
not  only  that  -  I'm 
using  the  safest 
system  in  the 
world  -  Inverness, 
the  only 
disposable  system. 

Inverness 
Ear  Piercing  kits 
start  at  £29. 


Pli^ase  send  me  an  Inverness  brochure 

Please  ask  a  representative  to  telephone 

me  to  arrange  a  No  Obligation  demonstration 


Name 
Address 


Telephone  No   

Louis  Marcel  Ltd.  12  Bexley  Sireet.  Windsor.  TeL  Windsor  51336. 


N  B  Tho  above  is  based  on  an  actual  example. 
The  picture  is  of  an  actor 


too  successful  in  drawing  public  attention 
to  the  ditficulties  of  the  retail  pharmacist 
and  although  Council  may  pay  lip  service 
to  the  idea  of  a  PRO,  a  successful  one  is 
obviously  not  what  they  want  (what  we 
want  and  what  is  desperately  needed 
now  would  seem  to  be  quite  irrelevant). 
Is  it  unreasonable  to  expect  to  see  some 
evidence  of  the  work  being  done? 
Catherine  Holmes 
Crail.  Fife 

Perhaps  members  should  remember 
that  Mr  Paul  has  been  in  his  post  for 
less  than  three  months  and  that  much 
of  his  work  is  bound  to  be  "behind  the 
scenes".  We  know  that  he  has  recently 
addressed  a  number  of  branches,  and 
from  such  meetings  he  should  be  getting 
the  "feel"  of  the  profession  by  now. 
Public  relations  is  a  long-term  process, 
of  course,  and  it  would  be  unfair  to 
pass  judgment  until  a  major  issue  has 
confronted  the  profession  during  the 
new  director  of  public  relations"  tenure 
of  office. — Editor. 

Exeter  programme 

We  would  refer  to  the  programme  sum- 
mary of  the  British  Pharmaceutical 
Conference  to  be  held  at  the  University 
of  Exeter  September  10-14,  published  in 
last  week's  C&D- 

We  are  sure  pharmacists  will  agree 
that  the  programme  as  outlined  will  be 
interesting  and  stimulating,  and  that 
there  is  ample  opportunity  for  relaxation 
after  the  various  professional  and  science 


sessions.  It  is  worth  mentioning  that 
Exeter  is  at  the  heart  of  one  of  the  most 
popular  holiday  areas  and  the  optional 
excursions  referred  to  in  the  summary 
provide  opportunity  to  explore  the  whole 
of  the  region. 

Although  this  will  be  the  first  four- 
day  Conference,  because  of  the  attrac- 
tions of  the  area,  the  local  conference 
committee  feel  that  many  members 
might  wish  to  extend  their  stay  in  Exeter. 
It  will  be  possible  to  book  into  the  halls 
of  residence  at  the  University  from 
Sunday  September  9  to  Saturday  Sep- 
tember 15.  A  pre-conference  club  will 
provide  entertainment  on  the  Sunday 
evening,  and  a  full  day  pre-conference 
excursion  will  be  available  on  the  Mon- 
day. This  will  provide  an  opportunity 
for  members  to  visit  the  picturesque 
South  Hams  district  of  South  Devon 
including  Totnes,  Dartmouth,  Kings- 
bridge  and  Salcombe. 

Further  details  are  available  from  the 
secretary  of  the  local  conference  com- 
mittee, 7  Bainbridge  Avenue,  Hartley, 
Plymouth.  Tel.  0752"779401. 
W.  R.  Rucker,  Secretary 
S.  R.  Thomas,  Publicity  officer 
Exeter  Conference  Committee 

Weed  warning 

Smokers  will  be  warned  t>fF  Ihc  "pill," 
says  your  report  of  February  10  (pl49) 
— surely,  "pill"  lakers  should  be  warned 
off  the  weed. 
Dr  P.  B.  Baker 
London  SW19 


Labour  party  'core 
unit'  proposal 
for  rural  areas 

The  establishment  of  "core  units'"  in 
rural  areas  to  provide  necessary  basic 
amenities  to  which  a  mobile  service  (in- 
cluding a  pharmacy)  could  "plug-in"",  is 
one  of  the  recommendations  in  an 
interim  report  by  the  Labour  Party 
National  Executive  Committee. 

In  December  1977  the  NEC  set  up  a 
rural  areas  study  group  and  the  interim 
report  is  the  result  of  the  first  year's 
discussions.  Specific  details  for  many  of 
the  recommendations  are  noi  considered 
but  are  subjects  for  future  repitrls. 

One  of  the  main  problems  identified 
by  the  study  group  is  access  to  medical 
facilities.  Completely  mobile  services 
are  not  (bought  practical  because  of  the 
need  for  basic  amenities  such  as  running 
water,  lavatories,  waiting  rooms,  etc.  The 
use  of  village  halls  would  be  a  possible 
but  not  highly  satisfactory  way  to  pro- 
vide services.  Doctors,  pharmacists,  den- 
tists etc  could  use  the  "core""  facilities 
on  a  pre-arranged  basis,  the  report  sug- 
gests. 

A  rural  job  creation  scheme  would 
spread  benefits  to  other  parts  of  the  vil- 
lage including  shops.  Opportunities  for 
increasing  employment  would  occur  in 
light  industry  and  tourism.  The  report  is 
published  by  the  Labour  Party,  Transport 
House,  Smith  Square,  London  SWl. 


Oil  of  Ulay  Display  Competition 

WINNERS 

£300  worth  of  Holiday  Vouchers  ulus  a  Regional  Prize  of  £100 
worth  of  Holiday  Vouchers 

J.  G.  DAWSON  LTD,  191  Laygate,  South  Shields. 

£100  worth  of  Holiday  Vouchers. 

JOHN  WILSON.  39  High  Street,  Dalbeattie,  Scotland.  IAN  MACKENZIE.  2  Abbotswell,  Aberdeen,  Scotland. 
KENNY  (HOYLAKE)  LTD,  40  Market  Street,  Hoylake.  R.  R.  JACKSON,  262  Finney  Lane,  Heald  Green.  A.  S. 
MORT,  6  Bolton  Street,  Brixham,  Devon.  LEYWOOD  JOHNS  LTD,  The  Quay,  Kingsbridge,  Devon.  MRS.  J. 
RYE,  4  York  Parade,  Tonbridge,  Kent  JILL  GARRISON,  Courts.  Birchington,  Kent. 
Richardson-Merrell  were  delighted  with  the  success  of  the  competition  and  would  like  to  thank  all  those  who  took  part.  There  was  an 
overwhelming  response  from  all  over  the  UK  and  the  standard  of  entries  was  extremely  high. 
The  following  entries  were  of  outstanding  merit  and  are  deserving  of  special  mention: 

RAYDALES  CHEMISTS  (Geo  H.  Eales  Ltd),  1 83  Prince  Edward  Road,  South  Shields  JAMES  PURVES,  MPS,  94  Causeyside  Street,  Paisley,  Scotland. 
G.  WHITFIELD  LTD,  Front  Street,  Hetton-le-Hole.  NORTH  EASTERN  CO-OPERATIVE  CHEMISTS  LTD,  Priestgate,  Darlington.  THOMAS  E,  TAYLOR, 
MPS,  48  Magdalene  Drive,  Edinburgh  EH15  3DZ.  PETER  BLACK  CHEMIST,  128  Combiston  Road,  Edinburgh  EH10  5QN.  NATIONAL  CO-OPERATIVE 
CHEMISTS  LTD,  41  Northgate,  Dewsbury.  Yorks.  P.  V  DURRANT,  Wilsden  Pharmacy,  Bradford,  Yorks  BD15  0HX.  J  GOLDWATER,  MPS,  11  Coast 
Road,  Wallsend  J.  J.  M.  ERASER,  MPS,  99  High  Street,  Invergordon,  Ross-shire  A.  WILSON  LTD,  43  Regent  Street,  BIyth,  Northumberland.  ALEX 
WALKER  &  SONS  (J  H,  Waldie,  MPS),  The  Dispensary,  Jedburgh  JOHN  H  WILKES,  MPS,  92  Windmill  Lane,  Wolverhampton.  TATE  &  JOHNSON 
CHEMISTS,  7  &  9  Coventry  Road,  Market  Harborough  T.  H  PRICHARD  &  SON  LTD,  103  High  Street,  Blaina,  Gwent.  DAVID  DAY  CHEMISTS,  42 
Bramhall  Lane  South,  Bramhall,  Cheshire.  DUNCAN  ROSS  LTD,  CHEMISTS,  792/4  Uttoxeter  Road,  Meir,  Stoke-on-Trent.  S.  L.  PICKEN,  MPS,  The 
Haymarket,  Tunstall,  Stoke-on-Trent  R.  A.  HOPKINS  LTD,  60  Denbigh  Road,  Luton  P  WILLIAMS  (CHEMISTS)  LTD,  57  Beam  Street,  Mantwich.  J. 
OWEN  JONES  &  SONS  LTD,  57  Market  Street,  Ashby-de-la-Zouch  CECIL  JACOBS  (CHEMISTS),  61  Granby  Street,  Leicester.  A  J  DERMOn,  MPS,  1 
Cherrybrook  Square,  Paignton,  Devon  TQ4  7LY  M.  HURRELL,  MPS,  15  Cumberland  Street,  Devonport.  WILLIAMS  CHEMISTS,  CORNWALL  LTD,  20 
St  Pirans  Road,  Perranporth.  JOHN  ANDERTON,  Helston,  Cornwall  FRANCIS  PIKE  (TRURO),  3  King  Street,  Truro.  J,  S.  SLATER,  MPS,  27  Fore 
Street,  St  Marychurch,  Torquay  J  R.  BUTLER  LTD,  534  Northumberland  Avenue,  Reading.  FERNLEY  WALLIS  (CHEMISTS)  LTD,  1-3  New  George 
Street,  Plymouth,  J  R,  SMITH  LTD,  6  Halesowen  Road,  Halesowen,  Worcs  MILES  PRICE,  29  Smith  Street,  Wanwick.  LONGTHORNES  LTD,  779 
London  Road,  Westcliff-on-Sea  M  MOLONEY,  MPS,  247  Itfley  Road,  Oxford  GREENS  PHARMACY,  1  Shelton  Square,  Coventry.  T.  G.  JERRY 
(CHEMISTS)  LTD,  13  High  Street,  Calne,  Wilts  A.  L.  STEED,  303  Battersea  Park  Road,  London  SWl  I  R  A.  HOPKINS  LTD,  71  Grange  Avenue,  Luton. 
ENFIELD  CO-OP,  247  High  Street,  Ponders  End,  Enfield,  Middlesex  M  DOBBER  LTD,  50  West  Green  Road,  London  N15 
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'Don't  send  children,'  say 
NPA  script  receipts 


The  National  Pharmaceutical  Associa- 
tion has  agreed  to  include  a  warning  "It 
is  inadvisable  to  send  children  to  col- 
lect medicines"  on  the  new  prescription 
receipt  tickets.  At  last  month's  meeting, 
the  business  services  committee  decided 
not  to  recommend  to  the  NPA  Board  of 
Management  that  the  warning  be  sup- 
plied on  prescription  bag  "stufTers", 
however. 

Proposed  new  Controlled  Drugs:  In 
view  of  the  "general  support"  apparently 
given  to  the  Advisory  Council  on  the 
Misuse  of  Drugs  for  controlling  amylo- 
barbitone.  butobarbitone,  pentobarbitone 
and  quinalbarbitone  under  Schedule  2 
of  the  Misuse  of  Drugs  Act,  the  Board 
raised  no  objections  to  the  addition  of 
cyclobarbitone  to  the  list.  Although  cyclo- 
barbitone  was  presently  not  in  frequent 
use  it  could  become  popular  among  drug 
misusers  as  a  substitute  for  the  other 
four  preparations  once  they  were  con- 
trolled, the  Board  felt. 

Safety  of  oxygen  cylinders:  Following 
an  NPA  inquiry  about  the  risk  from  ex- 
plosion if  a  fire  occurred  on  a  meml  ;r's 
premises  where  oxygen  cylinders  were 
stocked,  the  divisional  safety  officer  of 
BOC  Gases  Divisi  n  replied  that, 
although  rare,  explosions  were  possible  if 
other  flammable  materials  were  present. 

Advice  on  the  fire  risks  with  medical 
gas  cylinders  is  given  in  "BSI319:  1978" 
and  in  BOC  brochur  s  "Safety  in  Use  of 
Medic  J  Gas  Cylinders".  The  advice  is 
to  store  cylinders  away  from  combustible 
materials,  but  in  the  event  of  a  fire 
attempts  should  be  made  without  putting 
oneself  at  risk  to  remove  any  cylinders 
which  might  be  subject  to  excessive  heat. 
If  it  is  not  possible  to  remove  the  cylin- 
ders, then  the  area  should  be  evacuated. 

"Oxygen  cylinders,  like  other  gas 
cylinders,  are  rigidly  controlled  in  manu- 
facture so  that  it  is  unlikely  that  they 
will  rupture  due  simply  to  heat  causing 
increased  pressure  to  the  point  where  the 
internal  pressure  reaches  the  bursting 
point.  The  more  usual  mechanism  for 
failure  is  either  for  the  joint  for  the 
valve  to  fail  due  to  the  heat.  This  then 
allows  the  gas  to  escape  to  atmosphere. 
If,  however,  the  cylinder  is  heated  along 
the  shell,  particularly  along  the  length 
where  it  is  thinnest,  then  this  area  may 
be  weakened  by  softening  of  the  metal 
and  if  the  internal  pressure  is  then  high 
enough,  the  softened  metal  will  tear 
and  the  contents  be  released.  The  sudden 
release  of  energy  may  rupture  windows 
within  several  yards  and  it  is  possible 
that  the  shell  may  be  projected  for  a 
short  distance.  As  oxygen  does  not  itself 
burn,  there  will  not  be  any  secondary 
explosion,  nor  will  the  oxygen  which  is 
being  released  cause  any  significant  exten- 
sion of  the  fire." 

The  safety  officer  also  advises  on  the 
storage  of  cylinders,  to  minimise  the  risk 


of  their  being  involved  in  a  fire.  He  says 
storage  outside  the  main  premises  is 
advisable,  cylinders  being  under  cover  to 
protect  from  the  weather.  A  well-ven- 
tilated brick  building  with  a  solid  con- 
crete floor  is  ideal.  Cylinders  should  be 
stored  well  away  from  flammable 
materials  such  as  organic  liquids,  paints, 
clothing,  etc.  Empty  and  full 
cylinders  should  be  kept  separate  and  the 
store  should  be  a  non-smoking  area  with 
no  open  fires  or  naked  flames  allowed. 

The  general  purposes  committee  ex- 
pressed no  interest  in  assisting  BOC  to 
promote  to  NPA  members  an  external 
illuminated  sign  bearing  the  words 
"Oxygen  contractor". 

EEC  draft  Directive  on  cosine  tics: 
Considering  an  EEC  draft  Directive  on 
microbiological  criteria  for  cosmetic  pro- 
ducts, the  Board  declared  itself  unaware 
of  any  evidence  that  consumers  were 
suffering  in  the  absence  of  the  proposed 
provisions.  What  might  however  be  a 
matter  of  concern  for  members  who 
made  their  own  face  cosmetics,  etc.  was 
whether  they  would  have  access  to  the 
facilities  to  enable  them  to  comply — 
assuming  that  the  draft  Directive  became 
law.  They  would  certainly  not  be  able 
to  assess  the  bacterial  content  of  pro- 
ducts on  their  own  premises. 

After  discussion  the  Board  decided  to 
take  no  action  for  the  present  on  seek- 
ing exemption  for  pharmacists'  own 
products  on  similar  grounds  to  those 
used  to  gain  exemption  for  members 
from  the  Medicines  Act  Licensing  re- 
quirements. 

Winston  Churchill  Fellowships:  In  reply 
to  an  NPA  inquiry  about  the  results  of 
the  recent  awards  (of  nine  pharamacists 
only  one  was  in  retail  practice,  a  Boots 
manager)  the  Trust's  administrator  said 
they  had  had  a  number  of  applications 
from  independent  retail  pharmacists  but 
the  Boots'  man  (among  the  many  Boots' 
managers  who  applied)  was  finally  selec- 
ted because  of  his  choice  and  his  presen- 
tation of  subject,  "Profitability  of  rural 
pharmacies".  The  Trust  was  most 
anxious  that  independents  should  not  be 
deterred  from  applying  next  time  because 
the  Trust  was  particularly  interested  in 
applications  from  private  and  self- 
employed  individuals. 

Blood  pressure  reading  machine:  After 
examining  an  advertisement  in  the  form 
of  a  "rather  crudely  prepared"  handbill 
designed  to  promote  the  sale  of  a  "blood 
pressure  machine"  through  pharmacies, 
the  Board  decided  to  inform  a  complain- 
ing member  that  it  had  no  strong  views 
about  the  wording  and  that  the  in- 
dividual pharmacist  should  decide 
whether  to  use  the  publicity  material. 

Kodak  prices:  The  general  purposes 
committee  is  to  raise  no  objection  to  the 
Kodak  proposal  to  stop  listing  certain 
suggested  retail  prices  from  April  1.  It 


was  noted  that  the  suggested  prices  were 
to  be  dropped  only  for  cameras,  acces- 
sories and  repair  services  for  the  time 
being.  Several  members  of  the  committee 
indicated  that  Kodak's  recommended 
prices  had  been  of  limited  value  for  some 
time  because  of  the  availability  of  wide- 
ranging  w'holesale  discounts. 

Family  Doctor  booklets:  The  BMA's 
Family  Doctor  Publications  Department 
had  agreed  to  the  provision  of  posters 
publicising  the  local  availability  of 
Family  Doctor  booklets.  These  would  be 
displayed  in  doctors'  waiting  rooms,  with 
additional  supplies  being  available  to 
pharmacy  stockists.  New  units  for  dis- 
playing the  booklets  in  pharmacies  would 
soon  be  ready  for  supply  through  NPA. 

COMPANY  NEWS 

S  &  N  sales  and 
profit  up 

Sales  of  Smith  and  Nephew  Associated 
Companies  Ltd  were  up  8  per  cent  in 
1978  to  £176m  with  profit  before  tax 
up  18  per  cent  to  £20. 5m.  A  major 
improvement  was  achieved  in  toiletries 
and  cosmetics  where  the  operating  profit 
accounted  for  12  per  cent  of  the  total 
compared  with  6  per  cent  in  1977. 
Medical  and  health  care  accounted  for 
44  per  cent  of  the  profit  compared  with 
46  per  cent  in  1977.  The  board  of  direc- 
tors expect  1979  to  be  another  growth 
year  and  profit  before  tax  for  the  first 
quarter  of  1979  is  expected  to  be  about 
10  per  cent  higher  than  for  the  same 
quarter  of  1978. 

Upjohn  record 

Sales  and  profits  of  Upjohn  Co  in  1978 
were  the  highest  in  the  company's  92- 
year  history.  Sales  were  up  17  per  cent 
on  1977  to  SI, 328. 5m  and  profit  before 
tax  showed  a  37  per  cent  increase  to 
$202m.  Sales  of  human  health  care 
products  and  services  were  15  per  cent 
up  on  1977,  aided  by  a  strong  demand 
for  antibiotics  and  steroids. 

Appointments 

Glaxo   Holdings   Ltd:    As   Mr   R.  D. 

Smart,  commercial  director  of  Glaxo 
Holding  Ltd  is  shortly  to  become  presi- 
dent of  the  Association  of  the  British 
Pharmaceutical  Industry,  the  following 
changes  of  responsibility  have  become 
necessary.  Mr  Smart  remains  an  execu- 
tive director  but  he  will  relinquish  res- 
ponsibility for  the  commercial  directorate 
and  become  industry  and  general  affairs 
director;  Mr  F.  C.  D.  Back,  at  present 
director  in  charge  of  developing  trade 
areas,  will  be  commercial  director;  Mr 
J.  C,  Stewart,  at  present  managing  direc- 
tor of  Vestric  Ltd,  will  become  a  mem- 
ber of  the  board  of  Glaxo  Holdings  Ltd 
with  responsibility  for  the  affairs  of  the 
developing  trade  areas.  He  will  also 
become  chairman  of  Vestric  Ltd;  and 
Mr  P.  M.  Worling,  deputy  managing 
director  of  Vestric  Ltd,  will  be  appointed 
managing  director. 
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MARKET  NEWS 

Buyers  waiting 

London,  March  21:  Trading  in  all 
sectors  of  the  market  was  at  routine 
levels  during  the  week  with  buyers 
interested  only  in  filling  their  urgent 
requirements  and  content  to  adopt  a 
wait-and-see  policy  regarding  the 
forthcoming  Budget. 

Among  pharmaceutical  chemicals, 
more  magnesium  salts  show  in- 
creases but  sodium  salts  are  un- 
changed. The  rates  of  a  few  sulpho- 
namide  derivatives  have  been 
amended. 

Among  essential  oils,  Ceylon 
citronella  maintained  its  firmer  trend 
while  that  of  Chinese  origin  was 
unavailable  on  the  spot.  Brazilian 
peppermint  was  dearer  by  25p  kg  on 
the  spot  reflecting  a  20p  rise  at 
origin.  Mysore  sandalwood  was  up 
£4  kg  at  £74.  Marginally  lower  were 
bois  de  rose  and  ginger. 

Pepper  and  turmeric  were  down  but 
prices  elsewhere  in  the  spice  section 
were  unchanged.  There  was  no  infor- 
mation about  Grenadian  nutmeg  fol- 
lowing the  political  coup  in  the  island 
last  week. 

The  new  crop  of  Brazilian  menthol 
is  reported  much  lower  than  usual 
and  prices  are  firming.  Higher  among 
botanicals  are  Cape  aloes,  Peru 
balsam,  benzoin,  cascara,  dandelion 
root,  ergot,  gentian,  ipecacuanha,  and 
valerian.  Lower  are  Canada  balsam, 
buchu,  cherry  bark,  henbane,  senega, 
quillaia  and  witchhazel  leaves. 

Pharmaceutical  chemicals 

Ascorbic  acid:  (Per  kg)  from  £5.94  for  British 
material  in  25-kg  lots  down  to  £4.95  for  imported 
in  1-ton  lots. 

Aspirin:  10-ton  lots  £1.50  kg;   imported  £1.20. 
Calcium  ascorbate:  £7  28  kg  in  5-kg  pack. 
Calcium  carbonate:  BP  light  £145  metric  ton. 
Calcium  chloride:  BP  anhydrous  96/98%   £0.93  kg 
in  50-kg  lots  of  powder  granular  £0.73.  hexahydrate 
crystals  BP  1968  £0.68. 

Calcium   gluconate:   £1,562   per   metric  ton. 
Calcium  lactate:  100  kg  lots  £1.55. 
Calcium  pantothenate:  £8  31   kg  in  25-kg  lots. 
Chloramphenicol:  BP73  £22  kg   in  one  ton  lots. 
Cyanocobalamin:     (Per    g)    £1.78    in     100-g  lots. 
Folic  acid:  (kg)  £57  kg  in  1-ton  lots. 
Hypophosphites:    £    per  kg  


Calcium 

12J-kg 

50-kg 

4.20 

3.94 

Iron 

7.19 

6.92 

Magnesium 

6.63 

6.02 

Manganese 

8.34 

7.69 

Potassium 

5.76 

5.46 

Sodium 

4.75 

4.22 

Isoniazid:  BP  1973  £4  kg  in  1-ton  lots. 

Magnesium  sulphate:  BP  £129.70  metric  ton  com- 
mercial £116.50;  exsiccated  BP  £258. 
Streptomycin  sulphate:  £25.20  per  kg  in  one  ton 

lots. 

Succinylsulphathiazole:  £9.80  kg  in  1-ton  lots. 
Sulphacetamide  sodium:  BP  £7.25  kg  for  50-kg. 
Sulphadiazine:    BP   68,    £5.60    kg    in    1  ton  lots. 
Sulphathiazole:  BP  1973,  £7.30  kg  in  1-ton  lots. 
Sulphadimidine:  One-ton  lots  £8.15  kg  for  imported. 
Sulphamethizole:  £9.60  kg  in  1,000-kg  lots. 
Sulphaquinoxaline:    BVetC   £10.27   kg;    sodium  salt 
£11.69   kg    both    in    500-kg  lots. 
Tetracycline:    Hydrochloride   £16.90   kg;  oxytetracy- 
cline  £19  in  one  ton  lots. 

Thiamine:    Hydrochloride/mononitrate  £16.70-£18.42 
kg  according  to  quanlily  and  source. 
Tocopherol:  DL  alpha  £17.83  kg  in  5-kg  lots. 
Tocopheryl   acetate:    Per    kg    £14.86,    powder  25% 
£14.70  in  25-kg  pack,  50%  absorbate  or  spray-dried 
£12.18, 

Vitamin  A:  (Per  kg)  acetate  powder  type  325 
£12,78;  type  500,  £16,34  in  5-kg  lots.  Palmitate 
oil  1  miu  £16,64;  water-miscible  £4,45  litre  in  6 
litres. 

Vitamin  D2:  Type  850,  £55.50  .kg. 
Vitamin   E:   See   tocoDhervl  acetate. 


Crude  drugs 

Agar:   Spanish/Portuguese   £6.50  kg. 

Aloes:  Cape  £1,060  ton  spot;  £1,030,   cif.  Curacao 

nominally  £2.080  cif. 

Balsams:    (kg)    Canada    Easier    at    £12.75  afloat, 

£12-35,   cif.   Copaiba:   £2.80  spot  £2.65,   cif.  Peru: 

£9.90  spot;  no  cif.  Tolu:  £5.50  spot. 

Belladonna:    (kg)    leaves    £1.55    spot;    herb  £1.90 

nominal  spot;  root  in  powder  £1.10. 

Benzoin:  £169  cwt  spot  nominal;  no  cif. 

Buchu:  Leaves  £1.23  kg  spot;  £1.20  cif. 

Camphor:    Natural    powder  £5.60   spot;    £5.40,  cif. 

Synthetic   £0.90  spot;   £0.80,  cif. 

Cardamoms:  Alleppy  green  No.  2  £10  kg,  cif, 

Cascara:   £1.070   metric   ton   spot;   £1,030,  cif. 

Cherry  bark:  £1,060  metric  ton  spot;  £940,  cif. 

Cinnamon:   Seychelles   bark  £480  metric  ton  spot: 

£370  cil.  Ceylon  quills  4  o  s  £0.64i  lb,  featherings 

£0,16,   lb,  cif. 

Dandelion:  Spot  £1,950  metric  ton  spot;  no  cif. 
Ergot:  Portuguese  £1.75  spot;  no  cif. 
Gentian  root:  £1,760  metric  ton  spot;  £1,730,  cif. 
Henbane:  Niger  £1,480  metric  ton  spot;  £1,470,  cif. 
Honey:   (per  metric  ton  in  6-cwt  drums  ex  ware- 
house).  Australian   light  amber  £715  and  medium 
£725,    Canadian    £820;    Mexican    £725.  Argentinian 
£840  (white). 

Hydrastis:  No  spot;  £26.80  kg;  no  cif. 
Ipecacuanha:    (kg)    Costa   Rican,    spot   £11.75  kg 
nominal,  no  cif 

Jalap:  Mexican  no  spot;  £1,540  metric  ton,  cif. 
nominal. 

Kola   nuts:  £465  metric  ton  spot;   £355,  cif. 
Lemon  peel:   Unextracted  £1,080,   metric  ton  spot; 

£1,050,  cil. 

Liquorice  root:  Chinese  £480.  Russian  £470  metric 
ton   spot;   Block  juice  £1.60-£1.95  kg  spot. 
Lobelia:  American  £1,290  metric  ton  spot;  European 
£1.220  spot. 

Menthol:     (kg)     Brazilian     £7.25     spot     and  cif. 
Chinese  £6.50  in  bond,  £6.35,  cif. 
Pepper:    (metric    ton)    Sarawak   black   £975  spot, 
$1,675;   cif;  white  £1.475  spot;  $2,650,  cif. 
Quillaia:  Spot  £1,025  metric  ton;  £750,  cif. 
Senega:  Canadian  £9.25  kg  spot;  £9.15,  cif. 
Squill:  Italian  white  nominal. 

Styrax:   Turkish    natural    no   spot;   £5.65   kg,  cif. 
Tonquin  beans:  Para  £2.90;  kg  spot  £2.70,  cif,  both 

nominal. 

Turmeric:  Madras  finger  £540  metric  ton,  cif. 
Valerian:  Dutch  £1,770  metric  ton  spot;  £1,680,  cif; 
Indian  £1.140  spot;  £1,100,  cif. 
Witchhazel  leaves:  £2.10  kg  spot;  £1.95,  cif. 


Essential  and  expressed  oils 

Almond:  Sweet  in  drum  lots  £1,35  kg  duly  paid. 
Anise:    (kg)    Spot   £15.50   shipment  £14.50,  cif. 
Bay:   West   Indian   £11.20   kg   spot,   £10.75,  cif. 
Bergamot;    Scarce,    £35.50   kg  indicated. 
Bois  de  rose:  Spot  £6.25  kg;  shipment  £6,25,  cif, 
Buchu:   South   African   £125   per   kg    spot;  English 
distilled  £185, 

Cade:   Spanish  £1.50   kg  nominal. 

Camphor  white:  £0,90  kg  spot;  £0.85  cif. 

Clove:   Madagascar   leaf,   £2,65  kg  spot;  shipment 

£2.53,   Indonesian  £2.20,   cif,   English-distilled  bud 

£38,75. 

Coriander:  Russian  about  £20.50  kg. 


Eucalyptus:  Chinese  £1,75  kg  spot  nominal;  £1.65, 
cif. 

Fennel:   Spanish   sweet   £10   kg  spot. 
Geranium:   Bourbon  £45.50  kg  spot;  £45.25,  cif. 
Ginger:  Chinese  £42.50  kg  spot;  £39.75,  cii.  Other 
sources  up  to  £75  spot.  English-distilled  £95. 
Lemon:    Siciian    best    grades    about   £15.25    kg  in 
drum  lots. 

Petitgrain:  Paraguay  spot  £5.25  kg;  shipment  £5,  cif. 
Rosemary:   £6.50   kg  spot. 

Sandalwood:  Mysore  £74  kg  spot.  East  Indian 
£60  spot;  £55,  cif. 

Sassafras:  Brazilian  £1.90  kg  spot;  £1.75,  cif. 
Spearmint:     (g)     American    £6.50    spot,     £6,  cif. 
Chinese   £11    spot;    £10,  cif. 
Thyme:  Red  55%   £16  kg  spot. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
accepted  prices  as  we  go  to  press. 


COMING  EVENTS 


Monday,  March  26 

Leicestershire  Branch,  Pharmaceutical  Society, 

Post  graduate  lecture  theatre.  Royal  Infirmary, 
Leicester,  at  8pm.  Miss  Jean  Farmer  (pharmacy 
department,  Carlton  Hayes  Hospital)  on  "Drugs 
used  in  psychiatric  hospitals". 

Wednesday,  March  28 

Shettield  branch,  Hharmaceutical  Society,  Jessop 
Hospital  lecture  theatre  (second  floor  of  the 
School  of  Physiotherapy),  at  8  pm.  Dr  N.  S. 
Barron  (department  of  agriculture  and 
horticulture.  University  of  Reading)  on  "How 
does  the  UK  deal  with  major  epidemics?" 

Friday,  March  30 

Croydon  Branch,  Pharmaceutical  Society, 

Greyhound  Hotel,  Carshalton,  at  8  pm.  Working 
dinner,  speaker  Mr  J.  E.  Balmtord  (president  of 
the  Society). 

Advance  information 

Guild  of  Hospital  Pharmacists,  One  Day 
Conlerence,  April  28.  Owens  Park  Conference 
Centre,  Manchester  University,  293  Wilmslow 
Road,  F^allowfield.  Manchester.  Topic:  Drugs  and 
the  elderly.  Speakers  include  Dr  J.  T.  Leeming 
and  Dr  H.  H.  Wan,  consultants  in  geriatric 
medicine.  Cost  £4.  Application  forms  from 
Mr  T.  Harley,  10  Jamestown  Road,  London  NW1. 

Development  of  Clinical  Protocols,  Investigational 
and  New  Drug  Applications,  five-day,  intensive 
course.  May  7-11;  Good  Manufacturing  Practices 
tor  Pharmaceutical  and  Allied  Industries,  three  day 
intensive  course.  May  14-16,  Industrial  Sterilisation 
and  Microbiological  Quality  Control,  May  14-16, 
All  in  Geneva,  Switzerland,  organised  by  the 
Institute  for  Applied  Pharmaceutical  Sciences. 
Further  details  from  the  Center  for  Professional 
Advancement,  Keizersgracht  632,  1017ER, 
PO  Box  10418,  Amsterdam,  Holland. 

Learning   about    Medicin»s    One    Day  Symposium, 

May  16,  Norfolk  and  Norwich  Hosprtal,  Norwich, 
Organised  by  East  Anglian  Regional  Health 
Authority.  Speakers:  Professor  Wade  (University 
of  Birmingham)  on  "Pharmaceutical  aspects  of 
medical  education";  Miss  Q.  Oxiade  (area 
nursing  officer)  on  "Drugs  in  nurse  education", 
Dr  G.  Cust  (chief  medical  officer,  HEC)  on 
"Educating  the  public";  Professor  Fish  (School 
of  Pharmacy)  on  "Undergraduate  and  postgradu- 
ate education  for  pharmacists";  and  Dr  D.  Mad- 
dock  (training  director,  R,  Gordon  Drummond 
Ltd)  on  "In-service  training  of  pnarmacy  staff". 
Further  details  from  Dr  S.  Ellis,  regional  pharma- 
ceutical officer.  East  Anglian  Regional  Heallh 
Authority,    Union    L^ne,    Chesterton,  Cambridge. 


The  Triangle  Trust  helps  people  of  the 
Pharmaceutical  Industry 


The  Triangle  Trust  1949  Fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees,  its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and  their 
dependents  employed,  or  formerly  employed  in  the  pharmaceu- 
tical industry  in  Great  Britain  and  the  British  Commonwealth. 
Such  relief  may  include  assistance  with  the  educational  ei^pen- 
ses  of  children. 

rhe  Trustees  are  also  prepared  to  consider  applications  for 
financial  assistance,  beyond  the  scope  of  an  employer's  respon- 
sibilities, with  education  or  training  in  general  subjects,  includ- 
ms  music  and  the  arts. 

for  additional  information,  or  to  apply  jor  assistance,  write  to: 
The  Secretary,  Dept  CD,  The  Triangle  Trust  1949  Fund, 
Clarges  House,  6-12  Clarges  Street,  London  WIY  8DH. 
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At  hardware  stores. 
Chemists,  DIY  and 
garden  shops 

KENTOKi: 

PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKILLTD,  PRODUCTS  DIVISION.  FELCOURT,  EAST  GRINSTEAD, 
WEST  SUSSEX,  RH1 9  2JY  Telephone  Lingfield  (0342)  833022 
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Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

25  New  Street  Square,  London  EC4A  3JA. 

Telephone  01-353  3212 

Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate 

headings. 

Copy  date  12  noon  Tuesday  prior  to  publication  date. 
Advertisements  should  be  prepaid. 


SER¥ICES 


MORTGAGES 


Approved  Prescription  Services  Limited 

CLECKHEATON  WEST  YORKSHIRE  BD193BZ 
TELEPHONE  -    CLECKHEATON  (02741  876776 


MAXIMUM  MORTGAGES, 

remortgages,  top  ups ",  secured  loans, 
business  purchase  for  chemists.  Martin 
Hasseck  Ltd.,  Freepost,  London  NW4 
1YB.  Tel:  01-346  4653  (24-hour 
answenng). 


Plflias9  mention 
C  &  D  when  replying 
to  advertisemente  ^ 


FOR  SALE 


SWEDISH  QUALITY  CLOGS,  various 
designs,  leather  uppers,  orthopaed- 
ically  formed  wood  bottoms.  Bjorn 
Clogs,  6,  Queen  St.,  Scarborough. 
0723-69281/582488. 
JEWELLERY.  Sterling  silver  and  9ct 
gold  A  wide  range  of  ear-rings,  rings, 
bracelets,  charms  etc.,  brought  to  your 
door  at  best  cash  prices.  Write  Lloyd 
Cole.  37  College  Avenue,  Maidenhead 

SINGLE  EDGE  BLADES.  20  pkts  of  5 
on  showcard,  £5.00  inc.  VAT.  Packs  of 
100  S.E.  blades  in  carton,  £3.95  inc. 
Cheque  with  order  please.  Maxwell 
Gordon,  2b  Cricklewood  Lane,  London 
NW2  1EX. 


FOR  SALE 

Pharmaceuticals,  Perfumery, 
TOILETRIES   AND  PHOTOGRAPHIC 
STOCKS 

AVAILABLE  FOR  EXPORT 
Please  apply  to  Box  No  2604 


SURPLUS  TO  OUR  REQUIREMENTS 

75  ■  50  kilo  bags  of  Sodium  Sesqui 
Carbonate  (bath  salts).  £225.  Phone 
Bishop  Stortlord  725872. 
RUMABRACE  SOLID  COPPER 
BRACELETS  (in2  sizes)  R  R.P.  £1 .75. 
£10  50  per  doz  inc  VAT,  Post  Free. 
Cheque  with  order.  Gardiner  &  Lacey, 
Chemists,  13,  St.  Giles  St ,  Norwich 
f>hone  21117. 

COUNTERS.  Limited  number  of  mixed 
types  of  counters  available.  Dis- 
continued lines,  new,  various  sizes; 
less  than  half  price.  OIney  Bros. 
Limited.,  Jado  House,  Northbridge 
Road,  Berkhamsted,  Herts.  Tel:  04427 
5417. 


COPPER  BANGLES 

DIRECT  FROM  THE  MANUFACTURER 
AT  ONLY  £65  per  Hundred 
Copper  Trading  Company 
35.  High  Street 
Banstead 
Surrey 

Tel:  Burgh  Heath  (25)  59658 


Black  Hair  Preparations 
&  Cosmetics 
UK's  Largest  Suppliers 
"•NATURAL  BEAUTY  PRODUCTS'" 

Cocoa  Butter  Cream  &  Lotion.  Coconut  Oil 
Stiampoo,  Coconut  Oil  Pomade.  Rosemary 
Herbal  Conditioner,  Pressing  Combs  &  Afro 
Combs,  Magic  Formula  10 

Compacts  &  Lipsticks 

•ULTRA  SHEEN  &  AFRO  SHEEN' 
•POSNERS  &  DAX* 
MAGIC  SHAVING  POWDERS 
•DARK  N'  LOVELY  PRODUCTS^ 
SULPHUR  S-  &  GLOSS  S' 
•LUSTRASILK* 
LE  TOLANOL 
•••REVLON"^ 
•FRENCH  PERM  HAIR  RELAXER  elc^ 
TC.B.  PRODUCTS 
NADINOLA  CREAM 

DYKE  &  DRYDEN  LIMITED 

WHOLESALE  DIVISION 
Unit  1, 10  SI  Leys  Road,  Tottenham  N17 
Tel:  01-808  7624/7618 


FOR  SALE 

MODERN  DISPENSARY 
FITTINGS 
Ex-Boots  Chemists 
Shelving,  Counters,  Sink  Units, 
Extra 
For  Quick  Sale 
TEL:  LEICESTER  (0533)  668039 


THE  ORIGINAL  COPPER 
BRACELET  COMPANY 

Established  1959 
Price  details  available. 
SABONA  OF  LONDON 

LTD. 

73  New  Bond  Street 
London  W.I. 

01-629  6921. 


AFRO'  PRODUCTS 

English,  American  and  Caribbean  products.  We  offer  a  unique  ser- 
vice, to  the  retailer,  in  most  popular  brands  of  hair  and  skin  cosmetics 
Johnson  s.  Palmer's,  St  Clare  s,  Dax,  La  India,  etc  .  etc 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London,  N16. 

Phone  01-249  3161,  ext.  4/5. 
 lilt  HII  ■— 


Circulation  ABC  July/December  1978.  17,737. 

Display/Semi  Display  £5.00  per  single  column 

centimetre,  mm  25mm.  Column  width  44mm. 

Whole  Page  £350  (275mm  »  186mm) 

Half  Page  £200  (135mm  ■  186mm) 

Quarter  Page  £110  (135mm  ■  91mm) 

Lineage  £1.00  per  line,  minimum  5  lines  at  £5.00 

Box  Numbers  £0.50  extra. 

Series  Discounts  5%  on  3  insertions  or  over.  10% 
7  insertions  or  over.  15%  on  13  insertions  or  over. 


on 


SHOPFiniNG 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices  Phone  061-445  3506.  H.  A 
Peyser,  20  Fairfax  Avenue,  Didsbury. 
Manchester  f^^20  OAJ 


i/i|/i«ffl80pi»^ 


IVIddular  units  \^ith  complete  : 
shopfitting  services  NPU-NPA; 
recommended  (for  15  years). 
Coloured  brochure  from: 
OIney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1EG.  Tel:  5417/9 


E.  PLAN 

DISPENSARY  AND 

PHARMACY  FITTING  , 

N.P.A.  and  Numark  recommended,  Fullh 
details  from: 
EUSTACE  INTERNATIONAL 
'  New  Road 
Newhaven 
Sussex  BN9  OHE. 
Tel:  07912  7711. 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases Early  delivery  direct  from  mak- 
ers THIRSK  SHOPFITTINGS,  741 
743  Garrett  Lane,  London  SW17  OPD 
Tel  01-946  2291 


SHOPFITTING? 

MODERNISATION  COULD 

COST  YOU  NOTHING! 
In  every  chemist  outletiwe've 
modernised,  turnover  has  gone  up  at 
least  20%. 
,  NOW  ITS  YOUR  TURN. 
For  professionalhelp  contact: 

Storepian  Ltd., 
Shop  Interior  Speciallsta, 
48  Towerfield  Rd,  Shoeburyness, 
Southend  on-Sea.  Essex.  SS3  9QT. 
Tel:  Shoeburyness  3551/5911 
(Std  03708) 


VETERINARY 


HARVEY'S  HAIR  RESTORING 
OINTMENT 

for  horses — a  pharmacy  only  pro- 
duct. Trade  price  list  of  Harvey  and 
Reducine  products  from 
Chave  and  Jackson  (Hereford) 
Ltd.,  Broad  Street,  Hereford. 


MISCELLANEOUS 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehlll,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery. 


BUSINESS 
WANTED 


PHARMACIST  WANTS  TO  BUY  a 

pharmacy  in  the  London,  Surrey,  Kent 
or  Sussex  or  any  other  area  near  Lon- 
don. Turnover  e70,000-ei 20,000.  Box 
No.  2607. 


WANTED 


MILTON  1200  ML  REQUIRED.  Top 

prices  paid.  Please  apply  Box  No.  2605. 

PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  tXDttles,  etc  , 
urgently  wanted.  Kindly  contact  Robin 
Wheeler  Antiques  Parklands,  Park 
Road,  Ashtead,  Surrey  Telephone: 
Ashtead  72319  Buyer  collects 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  for  manufacturers  clearing 

lines,  and  retailers  slocks 

8   Northburgh   Street,  London 

EC1V  OBA.  Tel:  01-253  1184/5. 

Telegrams:    "Salvall",  London, 

E.C.I. 


CHEMIST  &  DRUGGIST 

gets  results.  Put  it  to  the  test  by 
posting  us  your  next  advertisement 
or  by  telephoning  us  on: 

01-353  3212  Extension  116.  j 


AGENTS 


AGENTS  WANTED  for  the  following 
lines  on:  (1)  hair  conditioning  and 
treatment  products,  (2)  nail  care  pro- 
ducts, (3)  skin  care  and  treatment 
cosmetics.  High  commission  of 
1 5%-25%  plus  bonuses.  Please  write  to 
the  Sales  Director,  H.O.F.,  The  Grange, 
Beeston  Green,  Sandy,  Beds.,  SGI 9 
IPG. 


AGENCIES  REQUIRED 

by 

leading  Northern  Ireland  wholesaler  and 
distributor,  selling  to  chemists  and  allied 
trade 

Please  apply 

Box  No,  2606. 


AGENTS  REQUIRED 

For  all  areas  with  established  chemists 
and  drug  store  connections,  to  sell 
Frizzi-Dry  massage  gloves  and  straps, 
the  Ideal  low  cost  home  massage  and 
keep  (it  aids 

VERY  GOOD  COH/IMISSION 
Apply.  Modem  Mercantile  Agencies,  57, 
St.  Augustine's  Ave.,  Wembley,  London. 
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NOTICE 


To  all  Manufacturers  and  Suppliers  with  Representation  in  Northern  Ireland 

We  are  presently  preparing  a  booklet  with  names,  addresses  and  telephone  numbers  of 
all  representatives  in  the  Province  who  are  in  any  way  connected  with  retail  pharmacy 

Please  send  details  to — 

Harold  Porter,  Esq.,  MPSNI.,  Secretary,  Ulster  Chemists'  Association,  73  Uni- 
versity Street,  BELFAST  BT7  1HL. 


BUSINESS  OPPORTUNITY 


We  have  an  important  announcement  to  distributors 

MAJOR  TOILETRIES  OPPORTUNITY 


We  are  independent  marketing  consultants.  We  manage  a 
range  of  toiletry  and  para-medical  products  on  behalf  of  a 
leading  British  enterprise.  Sales  are  in  excess  of  £V2  million  per 
annum  with  potential  to  double  that  amount.  We  are  looking  for 
a  distributor  who  will  handle  the  entire  retail  sales  programme, 
warehousing,  physical  distribution  and  invoicing.  Please  contact 
Nicholas  Hall.  All  replies  will  be  treated  with  strictest 
confidence. 


Kh  luills  I  hill  SzX^oiiiptviy 

The  Norlett  Building,  Dormer  Road,  Industrial  Estate, 
Thame,  Oxon.         Tel.  084421-3363 


BUSINESSES  FOR  SALE 


XI— NORTHERN  ENG- 
LAND— Outstanding  business 
with  1978  turnover  approx- 
imately £163,000.  4,000  pre- 
scriptions per  month,  freehold 
property  valued  £18,000  price, 
goodwill  and  fixtures  approx- 
imately £34,230.  stock  £28,000. 
Vendors  require  bankers  refer- 
ence before  details  are  disclosed 
please. 

.\3—MF.RSEYSIDE— company 
with  total  turnover  of  £125,000 
111  two  branches.  For  sale  either 
by  purchase  of  shares  of  assets 
including  one  freehold  property 
valued  £8,500.  Outstanding 
Dppcirtunity  at  one  site.  Otters 
invited  tor  good  and  freehold 
property.  Stock  approximately 
£27,000. 

.\5  — NORTH  COUNTRY 
beauty  spot — retirement  vac- 
ancy, turnover  approximately 
£40,000,  freehold  property  with 
spacious  living  accommodation 
for  sale  at  £18,000.  Stock 
approximately  £4,500.  Suit 
semi  retirement. 
.\7— NORT  H  EAST  TOWN— 
family  business  operated  from 
busy  shopping  area.  Turnover  for 
1977  £104,010  and  dispensing 
around  1,500  scripts  per  month. 
Property  for  sale  at  £17,000,  fix- 
tures and  fittings  £3,250  and 
offers  are  invited  for  goodwill 
around  £12,500  together  with 
stock  at  valuation. 


X  2 — S  H  H  F  F I E  L  D— Re  1 1  re  m e  n  t 
vacancy.  Turnover  approx- 
imately £44,000  showing  good 
increase.  1,450  scripts  per 
month.  5.30  p.m.  closint;. 
Freehold  property  £9,000,  Stock 
and  fixtures  at  valuation  approx- 
imately £3,500. 

X4— LANCASHIRE  — I  lolKla\ 
resort  retirement  vacancy  on 
busy  mam  road  position.  I  ui- 
nover  1978  £67,409.  Pre- 
scriptions 1.900  per  month 
Property  on  lease  £600  per 
annum.  Goodwill  and  fixtures  tor 
sale  at  £5.750.  Stock  valiuilion 
approximately  £10.000. 

X6— LEICESTER— Suburban 
Business — turnover  £55,000 
(  1977)  profits  £10,000  to 
owner/manager.  Dispenses 
approximately  2.000  pre- 
scriptions per  month.  Propertv 
for  sale  or  will  grant  lease.  Toi.il 
capital  requirement  includinu 
freehold  £30.000  including  stock 
£12.000. 

X  8  —  Y  O  R  K  S  fl  I  R  F, 
DALES— Old  fashioned  bus- 
iness with  scope  for  develop- 
ment. Freehold  property  to  be 
sold  with  living  accommodation 
soon  available.  Turnover  to  year 
March  1 978  £48,668.  Good  trad- 
ing site.  Will  sell  for  value  ot 
property  £22,500  plus  stock  at 
valuation. 


Srnest  J.lieorge 

>^  &CO 
■  GARDALE  HOUSE,  122  GATLEY  ROAD,  GATLEY,  CHEADLE,  . 

CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


CHEMIST  SALES 
REPRESENTA 


Midland  Company  with  existing  distribution  offer 
sales  opportunities  in  most  areas  of  U.K.  owing  to 
expansion.  Chemist  experience  preferred  but  not 
essential  and  some  of  our  most  successful  people 
are  ladies. 

A  competitive  salary  and  bonus  is  offered  together 
with  lunch  allowance  and  paid  out  of  pocket 
expenses. 

Company  car  provided  which  can  be  used 
privately  and  we  operate  a  pension  scheme  after 
the  qualifying  period.  Current  holiday 
arrangements  will  be  honoured. 
Applications  in  confidence  stating  age,  background 
and  current  salary  to — 

Personnel  Manager,  Devoncare  Ltd.,  99  Robin 
Hood  Lane,  Hall  Green,  Birmingham  B28  OJG. 


Chemist 
Key  Account 
Opportunity 

Circa  E6000  +  Car 

A  new  subsiduary  company  of  a  major  U.K.  pharmaceutical 

group  engaged  in  marketing  and  distnbution  is  looking  for  a 

career  minded  Key  Account  Executive. 

The  account  executive  will  be  responsible  initially  for 

developing  the  company's  major  customers  and  must  have 

the  ability  to  develop  the  future  sales  team  which  he  will 

manage 

The  successful  candidate  will  be  aged  between  25-33  years 
with  experience  in  selling  to  retail  customers  and  be  able  to 
show  a  successful  history  as  a  negotiator. 
This  is  a  unique  opportunity  to  get  in  on  the  ground  floor  of 
an  exciting  new  development  and  to  grow  with  the 
Company  The  appointment  is  based  in  the  NORTH  WEST 
and  in  addition  to  salary  there  is  a  group  bonus  and 
pension  scheme  and  assistance  will  be  given  with 
relocation. 

ACT  NOW:  write  or  phone: 
lllingworth  &  Associates  Recruitment  and  Management 
Consultants,  47  High  Street,  Burnham,  Bucks. 
Tel:  Burnham  (06286)  64031  ref:  EA  621 


CLASSIFIED  ADVERTISING 


CHEMIST  &  DRUGGIST 

IS  INEXPENSIVE  AND  CAN  BRING  TERRIFIC  RESULTS. 

For  details  of  rates  and  further  information  telephone 
Ann-hAaria  Pym  on  353-3212,  ext.  116. 
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APPOINTMENTS 


UNIVERSITY  OK  DUBLIN  - 
Triaity  ColL^ije 


LECTURER 
IN  PHARIACEOTICS 

Applicatums  are  invited  lor  the 
above  post  in  the  Department  ol 
Pharmaceutics,   School   of  Phar- 
macy. Trinity  College.  Duhlm. 
Salary  Scale:  £4317-£8487. 
Appointment  is  likely  to  be  made  in 
the  range  £4,^  I  7-£4774.  There  is  a 
non-contnbutory  pension  scheme. 
Interested  persons  should,  in  the 
tirst  instance,  telephone  the  Stall 
Ottice,  Trinity  College,  on  Dublin 
772941  Ext.  1678/1775. 
The  closing  date  for  receipt  of  appli- 
cations will  be  7th  May  1979. 


£7,384  + 
ANNUAL 
BONUS 

Pharmacist  Manager  required  to 
run  one  of  our  West  End  branches. 
If  you  would  like  to  work  with  a 
company  that  has  a  future,  as  well  as 
earning  an  e.xcellent  starling  salary 
plus  bonus,  that  also  gives  you  four 
weeks  annual  leave,  then  join  us  at 
Seefelds. 

In  return  we  will  expect  the  right 
applicant  to  be  able  to  respond  to 
being  in  complete  control  of  the 
branch  and  enjoy  the  challenge  that 
this  position  will  offer 

.4pplv  Mis.s  Linda  Richards 
"  01-262  3152. 


UNIVERSITY  OF  DUBLIN 
Trinity  Collet' 


LECTURER  IN 
PHARMACEUTICAL 
CHEMISTRY 

Applications  are  in\  ited  tor  the  post 
of    Lecturer    in  Pharmaceutical 
Chemistry  in  the  School  o!  Phar- 
macy. Trinity  College.  Dublin. 
Salary  Scale:  £4317-£8487. 
.Appointment  is  likely  to  be  made  m 
the  range  £4.^  1  7-£4774.  There  is  a 
non-contributory  pension  scheme. 
Interested  persons  should,  in  the 
first  instance,  telephone  the  Stall 
Office,  Trinity  College,  on  Dublin 
772941  Ext.  1678/1775. 
I'he  closing  date  for  receipt  ot  appli- 
cations will  be  7th  May  1979. 
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Chemist  &  Druggist 

gets  results.  Put  it  to  the 
test  by  posting  us  your 
next  advertisement  or  by 
telephoning  us  on: 
01-353  3212  Extension 
116. 


TREND  CENTRE  REQUIRES 

A  PHARIVIACIST 

to  manage  newly  acquired,  recently  modernised  pharmacy  This  position 
commands  a  top  salary,  five-day,  five  weeks  annual  paid  holiday,  generous 
staff  discounts  and  non-contributory  pension  scheme.  This  branch  of  our 
small  holding  owned  group,  with  light  dispensing  could  suit  a  more  mature 
male  or  female  Pharmacist,  or  a  newly  registered. 


PLEASE  TELEPHONE  LEICESTER  (0533)  695  734. 


r 


O.T.C.  Buyers 

Sangers  Limited  places  considerable  emphasis 
on  the  quahty  of  its  Branch  Buyers  as  they  play 
a  key  role  in  maintaining  the  high  standard  ot 
our  service  to  retail  chemists  and  in  ma,\imising 
the  profitability  of  our  wholesale  operation. 

"We  are  interested  in  hearing  from  experienced 
O.T.C.  Buyers,  male  or  female,  currently 
we)rking  in  the  London  and  Home  Counties 
Area,  South  West  England  and  North  West 
England.  In  particular,  we  have  current 
vacancies  at  our  BOURNEMOUTH  and 
LLANDUDNO  branches. 


Starting  salary  is  negotiable  according  to 
experience  and  career  prospects,  either  within 
Buying  or  in  general  Branch  Management,  are 
excellent. 

For  further  information  and  an  application 
form,  contact: — 

The  Personnel  Manager,  Sangers  Limited, 
Cinema  House,  225  Oxford  Street,  London 
WIR  lAE.  Tel:  01-734  9751. 


'he  Sangers 
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Business  Property 

Wanted 
Patents 

Property/  Shops  to  Let 

Services 

Shopfittings 


Situations  Vacant 

Situations  Wanted 

Stockiai^ing 

Tenders 

Trade  Marks 

Wanted 


Classified  advertisements  can  be  accepted  up  to  12  noon  Tuesday 
for  inclusion  in  same  week's  issue,  space  permitting  The  full  name 
and  address  of  the  advertiser,  not  necessarily  tor  publication,  must 
accompany  every  advertisement  CHEMIST  AND  DRUGGIST 
reserves  the  right  to  refuse  or  revise  any  advertisement  or  ro  omit  any 
portion 

Post  to  Classified  Advertisements,  Chemist  and  Druggist. 
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Bold  Capitals 
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Lineage 

£1  00  per  line, 

minimum 

5  lines  at  £5  00 


Display/Semi  Display 

f  5  00  per  single 
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WHAT  IS  THE 

INSTITUTE  OF  PHARMACY 
MANAGEMENT 

Who  belongs  to  it? 
What  does  it  do? 
Could  it  help  you? 
Does  it  help  the  profession? 

FIND  OUT  ABOUT  OUR  CONFERENCES, 
EDUCATIONAL    COURSES,  SCHOLARSHIPS 
ETC.  BY  READING  THE 

IPM^ 

JOURNAL  ^ 

Just  send  a  9yip  stamp  for  your 
COMPLIMENTARY  COPY 

(Niirnuil  suhscnption  £10  pa) 

TO  THE  EDITOR:  STEPHEN  DAVISON, 
9  IDLEWELLS  SHOPPING  CENTRE, 
SUTTON-IN-ASHFIELD,  NOTTS. 


Rodine  C 

FOR  RATS 
&IVIICE 


At  hardware  stores 
chemists. DIYand 
garden  shops 

RENTOKIL' 

PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKIL  LTD  PRODUCTS  DIVISION,  FELCOURT  EAST GRINSTEAD 
WEST  SUSSEX,  RHl  9  2JY  Telephone  Lincjfield  (0342)  833022 


continental  style  shopfittings  designed  for  todays  Pharmacy 
t>        plus  full  service  —  complete  installations 
oiney  brot  ltd   jado  house,  northbridge  road. 
°  berkhamsted.  herts  hp4  leg 

^Bm     free  colour  brochure  04427-5417/9 


BURGESS' 
LION  OINTMENT 

for  simple  sores 
and  grazes 


Available  IVom  chemists 


USED  BY  GENERATIONS  OF  LOVING  MUMS 


Burgess'  Lion  Ointment. 
A  successful  product  for 
over  125  years  is  now  being 
promoted  to  young  mothers 
with  children.  Over  19.3 
million  readers  will  see  the 
above  advertisement  and  a 
further  2.6  million  will  see 
buy-lines.  Experience  shows 
that  we  can  expect  a  heavy 
demand  for  Lion  Ointment 
in  1979. 


POINT 
OF 
SALE 
STICKERS 


Available  from 
Edwin  Burgess  Limited 
Hayes,  Middlesex 
England 

Stocks  arc  available  from 
your  usual  wholesaler. 
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Starting  March  26th  1 

BIGGEST  EVER 
CAMPAIGN  FOR 

RED  K60GA: 

THE  KING 
OF  GINSENG 

Starting  March  26th, 
Red  Kooga  is  going 
national  in  the  biggest 
ever  campaign  for  a 
Ginseng  product. 

And  for  months  after, 
big  bold  advertisements  in: 

DAILy  MIRROR 


about  Ginseng,  time  and 
time  again. 

And  hundreds  of  thousands 
of  them  will  be  going  out  to 
buy  Red  Kooga  products. 

So,  stock-up  and  stand  by 
for  the  biggest  ever  rush  on 
the  King  of  Ginseng. 

Ask  your  usual  wholesaler  o 
contact:  Panax  Ginseng  Co  (UH 

nivi<;inn  of  Fnali<;h  (^min<;  I  td 


DAILY  MAIL 
WOMAN 
WOMAN'S  REALM 

will  be  shouting  the  Red 
Kooga  message. 

Millions  of  readers  will 
be  learning  the  truth 


Park  Road,  Overseal, 
Burton-on-Trent,  Staffs. 
Tel:  0283-221616. 


instant  g^E^fl" 


RED  KOOGA 
GIHSEKG 


100? 
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eauty  Business 


PHILIPS 


1200W  Pistol  Hairdner  HP4215. 
800 W  Pistol  Hairdner  HP4218. 


The  smallest 
product  onthispage  is  also 

thel^ggest 


Ladyshave,  the  smallest-sized  product  shown  here, 
s  also  the  biggest  seller. 

Having  created  the  women's  shaver  market, 
-adyshave  continues  to  dominate.  Philips  hairdriers  are 
legant  and  efficient.  Our  range  of  sunlamps  is  dazzling. 
'Vnd  our  new  solarium  makes  year-round  tanning  possible. 

Stock  the  Philips  range  of  personal  care  products  for 
heir  rehability  and  popularity,  and  you'll  be  taking  good 
are  of  both  your  customers  and  your  business. 


PHILIPS 


Simply  years  ahead 


Trident -  the 
Beauty  Market 


TRIDENT  TELEVISION 

SUPER  MARKET 

FOR 

Beauty  brands 


ore  than  £1  of  every  £6of  total  UK 
cosmetics  and  toiletry  sales  (worth 
c  £800mat  RSPin  1  977)  is  spent  in 
Trident, 

SouTLf  Trident  Eslimates 


THE  SUPER  MARKET 
for  cosmetic  buyers 

more  than 

23  million 

women 
16 


watching 
ITV! 


Source  JICTAR  April  1978 


SUPER  GROWTH 
in  cosmetic  usership 

Usage  UP  over  GB  for 
talc,  lipstick,  eye  and 
face  make-up,  face 
powder,  cleansing 
creams,  perfumes^ 
and  toilet 
waters. 

SouKe  TGI  (1  978  overl  977) 


SUPER  COSMETICS 
DISTRIBUTION 


MORE  THAN 

aooo 

MAJOR 
COSMETICS 

AND 
TOILETRY 
OUTLETS 


INCLUDING 

1700 

CHEMISTS 


Source  Trident  Estimates 


Contact  Clive  Leach,  Sales  Director  of  Trident-the  Super  Market- 
where  the  selling  costs  less,  and  the  spending  is  high  I 


TRIDENTHOUSE  •  BROOKS  MEWS  •  LONDON  W1 Y  2PN  •  01 -493  1  237 


CONTENTS 


Counterpoints  review. 
Schwarzkopf  expand  the 
Conmist  range 


Who  needs  night-time  skin 
care?  Richardson  Merrell 
introduce  Ulay  night  care 


Gillette  move  in  on  new 
market  with  Casual  Balance  pH 
conditioner 


Happy  feet  are  important  to 
you  and  your  customers 


Effective  display  attracts 
attention  and  makes  sales 


Reps  talking  about  their 
experiences  when  selling  to 
chemists 


Summer  is  a'coming  in  and 
slimming  and  suntans  are  the 
names  of  the  game 


Awkward  customers  are  easier 
to  deal  with  when  you  know 
how 


On  test — perhaps  it's  already 
in  your  area? 


We're  here  to 
help  you- 
passiton 

Why  are  you  holding  a  bigger,  brighter,  better  Beauty  Business  in  your 
hands  right  now?  To  explain  what  is  for  us  a  major  step  forward  we 
have  to  look  at  BB  in  context  with  the  overall  development  of  C&D. 

Chemist  &  Druggist  has  been  changing  for  some  time  now.  Last  year 
the  magazine  was  given  a  complete  facelift  and  we  have  been  bringing 
our  subscribers  more  features,  news  and  views — more  of  everything  in 
fact.  The  new  look  Beauty  Business  is  another  part  of  that  re-birth.  We 
have  separated  the  supplement  from  the  regular  magazine  to  enable 
it  to  be  passed  around  among  staff  and  we  plan  to  be  bringing  Beauty 
Business  to  you  more  often  this  year. 

In  this  issue  we  take  a  look  at  footcare  products,  slimming  aids  and 
the  suntan  preparation  market.  We  hope  that  product  and  market 
knowledge  of  this  kind  will  help  readers  to  be  better  able  to  advise 
customers.  Some  of  these  customers  might  not  always  be  the  easiest 
of  people  to  handle  however.  In  this  issue  we  introduce  some  really 
awkward  customers  with  tips  on  how  to  deal  with  them.  We  listen  in  on 
the  conversation  of  some  reps  who  have  been  calling  on  pharmacists 
for  many  years  and  hear  something  of  what  they  think  of  this  task. 
Our  final  article  begins  to  look  at  the  why's  and  wherefore's  of  test 
markets.  In  future  issues  we  hope  to  go  in  to  this  subject  more  deeply 
and  of  course  there  will  always  be  a  special  emphasis  on 
merchandising  and  staff  training. 

We  start  however  with  three  pages  of  Counterpoints  review.  This 
looks  at  new  products  and  some  of  those  which  have  been  mentioned 
in  our  weekly  Counterpoints  pages,  and  explores  in  greater  detail 
the  story  behind  their  scenes.  But  perhaps  you  too  have  some 
"counterpoints" — if  so  we'd  love  to  hear  from  you. 
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COUNTERPOINTS  REVIEW 


Schwarzkopf  expand  Corimist 
range  for  all  hair  problems 


"Now  beautiful  hair  is  a  matter  of 
choice"  say  Schwarzkopf,  who  go  on  to 
describe  their  new  Corimist  range  {C&D 
February  17.  pi  78)  as  "today's  most  com- 
plete range  of  hair  care  products",  the 
creation  of  which  was  "possible  only  after 
many  years  of  extensive  research  in  our 
international  laboratories". 

Corimist  is  not  as  new  as  it  would 
appear.  The  proposition  that  Corimist 
"makes  dry  hair  beautiful"  was  one  that 
was  launched  in  1971.  This  range  has 
proven  to  be  well  respected  for  quality 
by  people  who  are  aware  of  the  prob- 
lems of  dry  hair  and  want  to  do  some- 
thing about  it,  says  the  company.  They 
also  launched  the  Batiste  range,  including 
both  wet  and  dry  shampoo,  for  greasy 
hair  and  aimed  it  particularly  at  the 
younger  generation. 

Schwarzkopf  became  aware  that 
although  they  were  well  equipped  to 
satisfy  the  requirements  of  two  specific 
target  groups  with  these  ranges  they  were 
not  able  to  help  people  who  wanted  hair 


care  products  of  the  same  quality  for 
normal  hair  or  indeed  for  those  people 
who  were  looking  for  specialist  products 
for  problem  greasy  hair.  In  order  to  cor- 
rect this  imbalance  they  decided  to  re- 
launch the  Corimist  range  and  extend  it 
to  include  products  designed  specifically 
to  combat  all  types  of  hair  problems. 

Dry  hair  variant  reformulated 

At  the  same  time  they  took  the  oppor- 
tunity to  improve  the  formulation  of 
those  existing  Corimist  products  for  dry 
hair.  The  new  formulations  contain  herbs 
for  greasy  hair,  lecithin  for  dry  and 
vitamins  for  normal. 

As  a  specialist  hair  care  range  the  new 
design  of  the  Corimist  packaging,  which 
incorporates  colour  codes — blue  for  nor- 
mal, green  for  greasy  and  brown  for 
dry — is  said  to  have  been  produced 
especially  for  the  chemist  and  toiletry 
market  to  make  shelf  selection  and  dis- 
play easier. 

A  shampoo,  a  conditioner  for  regular 


use,  an  intensive  conditioner  for  special 
monthly  treatments,  a  setting  lotion  and 
a  hairspray  are  included  in  each  variant. 
A  spray  tonic  is  also  available  for  dry 
hair  and  one  type  of  Quick  Set  is  avail- 
able for  all  hair  types  and  can  work 
without  shampooing,  dampening  or  heat- 
ing the  hair.  The  company  says  that 
"each  single  product  is  specific  for  the 
special  hair  problem  and  the  combination 
of  all  Corimist  products  provides  total 
hair  care". 

The  new  Corimist  range  is  being 
featured  extensively  in  Schwarzkopf's 
advertising  campaign  in  popular  women's 
magazines  including  Woman.  Woman's 
Own  and  Woman's  Weekly.  The  cam- 
paign began  this  month  and  will  run 
throughout  the  year.  The  new  range  is 
said  to  be  aimed  particularly  at  the  in- 
creasing number  of  women  in  the  UK 
who  are  aware  of  their  hair  condition 
and  the  necessity  of  keeping  it  in  first 
class  condition  by  means  of  an  integrated 
hair  care  treatment  range. 
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Who  needs  ni^t 
time  skin  care? 


Richardson  VTerrcIl  are  currently  launch- 
ing their  new  Ulay  product,  the  first  for 
15  years,  on  a  nationwide  basis  iC&D, 
February  3,  pl2fi).  The  product,  Ulay 
night  care,  which  replaces  Ulay  night 
cream,  has  been  on  test  market  in  Scot- 
land for  some  time.  Before  going  na- 
tional with  the  product  Richardson 
Merrell  asked  an  independent  research 
company  to  undertake  a  "usage  and 
attitude"  study  on  night-time  skin  care. 
This  report  illustrated  that  although 
women  are  becoming  more  aware  of  the 
need  for  good  skin  care  on  a  regular 
daily  basis  their  knowledge  of  the  bene- 
fits of  and  the  need  for  night  care  is 
much  lower. 

In  fact,  only  53  per  cent  of  the  women 
in  the  UK  use  any  kind  of  moisturising 
product  at  night  at  all.  And  when  they 
do  the  usage  of  a  cream  formulated 
specifically  for  night-time  use  is  low. 
The  percentage  of  women  using  such 
a  product  is  only  1 1  per  cent,  42  per  cent 
use  a  non-specialist  moisturising  product. 


The  study  found  that  there  were  man\ 
reasons  why  so  few  women  use  a  product 
sold  specifically  for  application  at  night 
There  was,  in  general,  a  lack  of  informa- 
tion about  the  skin's  behaviour  and  needs 
at  night,  and  a  feeling  that  night  creams 
were  only  necessary  for  older  women 
with  dry  or  wrinkled  skin.  There  was 
also  a  very  widely  held  dissatisfaction 
with  night  creams  because  they  tend  to 
be  so  rich,  heavy  and  greasy,  often  leav- 
ing "skid  marks"  on  the  pillow. 

Technical  research  has  indicated  to 
Richardson  Merrell  that  although  the 
skin  does  "rest"  at  night,  in  that  the 
muscles  that  are  used  during  the  day 
to  make  people  smile,  laugh  or  cry  are 
not  used  nearly  so  much  during  sleep  no 
matter  how  active  one's  dreams  are,  but 
the  moisture  loss  from  the  skin  con- 
tinues. The  skin,  unlike  the  brain,  does 
not  restore  itself  overnight.  It  is  thought 
therefore  that  with  the  facial  muscles 
relaxed  for  several  hours  and  the  skin 
in  a  clean  state  that  night-time  is  the 


perfect  time  for  skin  care.  To  take  ad- 
vantage of  this,  creams  formulated  for 
use  at  night  should  be  richer  than  those 
for  daytime  use.  They  need  to  restore 
some  of  the  moisture  lost  during  the 
day  while  guarding  against  further  loss 
during  the  night. 

The  fact  they  should  be  richer  how- 
ever has  tended  to  mean  that  they  are 
also  greasier.  The  majority  of  the  women 
questioned  in  the  research  study  said 
that  their  ideal  night-time  skin  care  pro- 
duct would  be  light,  non -greasy,  easy  to 
apply,  pleasant  to  use  and  yet  at  least 
as  effective  as  any  of  the  heavy  products 
currently  available.  Because  Ulay  night 
cream  was  found  to  be  too  heavy  for 
for  most  women,  Richardson  Merrell  re- 
formulated it  and  produced  Ulay  night 
care.  Their  dermatologists  and  chemists 
feel  that  this  product  combines  the  rich- 
ness of  Ulay  night  cream  with  the  cos- 
metic appeal  of  Oil  of  Ulay. 

Basically  there  are  two  types  of 
moisturisers — water-in-oil  emulsions  (the 
traditional  tv'pe  of  night  cream)  and  oil- 
in-water  emulsions  like  Oil  of  Ulay. 
Water-in-oil  emulsions  form  a  barrier 
on  the  surface  of  the  skin  to  prevent 
moisture  loss.  This  is  what  makes  them 
heavy  and  greasy  and  they  are  only 
effective  while  on  the  skin. 

Oil-in-water  formulations  however 
work  in  a  different  way.  They  are  de- 
signed to  try  to  "replace"  moisture  loss 
rather  than  simply  preventing  it  by 
occlusion.  Once  absorbed  into  the  skin 
it  is  said  to  go  on  working  replenishing 
the  essential  moisture  and  oils  in  the 
skin.  Because  this  type  of  product  does 
not  depend  on  a  layer  of  grease  it  is 
much  nicer  to  use  and  continues  work- 
ing long  after  a  barrier  cream  would  have 
transferred  itself  from  cheek  to  pillow. 

Ulay  night  care  is  an  oil  in  water 
emulsion  which  more  closely  resembles 
Oil  of  Ulay  than  Ulay  night  cream.  It 
retains  however  the  nourishing  in- 
gredients needed  for  night-time  skin  care, 
but  in  a  form  which  allows  for  better 
absorption  into  the  skin  so  that  they  can 
be  effective  over  a  longer  period  of  time. 

The  company  says  that  Ulay  night 
care  is  suitable  for  all  skins  and  all  ages. 
This  is  an  important  point  because  night- 
time skin  care  is  not  only  needed  by 
older  women  or  those  with  very  dry 
skins.  Everybody  needs  to  replace  mois- 
ture at  night  while  at  the  same  time 
guarding  against  further  loss,  no  matter 
what  type  of  skin  they  have  or  how 
young  they  are.  Remember  that  as 
always  prevention  is  better  than  cure.  In 
fact  "curing"  a  neglected  skin  that  has 
dried  out  and  wrinkled  is  well  nigh 
impossible. 
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COUNTERPOINTS  REVIEW 


Gillette  move  in  on 
a  new  market  with 
Casual  Balance 
pH  conditioner 


In   1977  the  personal  care  division  of 
Gillette   UK   Ltd   launched   the  Earth 
Born    range    of    shampoos.  Their 
selling  point  was  that  they  had 
a  "natural  pH  balance", 
that  is  to  say  that  they 
are  non-alkaline  and  have 
a  pH  which  is  similar  to 
that  of  human  hair.  There 
are    five    variants    of  the 
shampoo  available. 
Gillette    are    now  bringing 
out  a  new  range  of  hair  care 
products — Casual  Balance  pH 
conditioners.  These  are  avail- 
able   in     four    variants;  for 
greasy,   normal,   dry   and  fine, 
flyaway     hair.     The  company 
claims   that  Casual   Balance  pH 
conditioner  (90ml  £0.56)   is  "the 
only   conditioner   on    the  market 
which  restores  hair  to  its  natural 
pH  balance". 

It   is   estimated   that   8.26  million 
females  use  a  conditioner  represent- 
ing 36  per  cent  of  the  population. 
Usership  by  age  is  heavily  weighted  to- 
wards the  younger  age  groups  with  49 
per  cent   of  all   women   between  18 
and  24,  and   45   per  cent   of  women 
between  25  and  34  being  users.  By  con- 
trast only  28  per  cent  of  those  between 
55  and  64  use  a  conditioner.  The  aver- 
age user  gets  through  between  five  and 
six  bottles  a  year.  Conditioners  are  very 
much  a  pharmacy  product  taking  60  per 
cent  of  sales.  The  remaining  40  per  cent 
is  split  between  grocers  (10  per  cent)  and 
"other"  outlets  (30  per  cent). 

What  is  pH? 

Hair  IS  normally  protected  by  a  fine 
film  of  surface  oil  which  has  its  own 
acid  to  alkaline  level,  this  is  what  is 
being  referred  to  when  the  rather  am- 
biguous phrase,  pH  balance  is  used. 
When  hair  is  washed  this  balance  is 
disturbed. 

Shampooing  causes  the  surface  scales 
of  hair  to  open  out,  weakening  the  struc- 
ture   and    transforming    the  normally 


smooth  surface  of  the  hair  shaft.  Like 
other  conditioners  Casual  Balance  used 
after  shampooing  helps  the  scales  to  lie 
flat  again.  But  besides  causing  the  scales 
of  the  hair  shaft  to  open  up.  shampoomg 
also  strips  hair  of  its  natural  oils  and 
it  is  these  which  protect  the  "pH 
balance".  It  takes  about  three  days  for 
the  pre-shampoo  oil  levels  to  return, 
only  then  is  the  pH  value  properly 
restored. 

Paradoxically  therefore  as  long  as 
hair  is  clean  it  is  out  of  condition  and 
only  when  it  begins  to  get  dirty  does  it 
regain  its  health_\  condition,  according  to 
Gillette. 

Casual  Balance  is  said  to  counteract 
this  situation  by  restoring  the  natural 
pH  balance  of  the  hair  immediately  after 
shampooing,  while  encouraging  the  scales 
on  the  hair  shaft  to  close  up.  The 
variants  for  greasy  and  normal  hair  have 
an  oil-free  formulation  which  helps  to 
prevent  the  "lank  look"  so  often  experi- 
enced when  conditioners  are  used  on 
this  type  of  hair. 

Gillette  confident 

Commenting  on  the  new  product 
Robin  Wilkins,  brand  manager  says: 
"We  are  very  confident  that  Casual 
Balance  pH  conditioner  will  establish  a 
prominent  place  for  itself  in  the  expand- 
ing conditioners  market.  Its  formulations 
are  the  result  of  years  of  research  by 
Gillette  in  the  United  States,  where  its 
counterpart  product  is  among  the  top 
three  best  selling  conditioners". 

Gillette  are  backing  the  launch  of  this 
new  product  with  £200,000  worth  of 
advertising  and  promotion.  Full-page 
colour  advertisements  will  appear  in  a 
selection  of  women's  magazines  includ- 
ing Cosmopolitan,  Over  21,  She  and 
Woman's  Own. 

Casual  Balance  pH  conditioner  will  be 
available  in  a  counter  merchandiser 
which  displays  36  bottles,  nine  of  each 
variant.  Promotional  material  will  in- 
clude shelf  talkers,  wobblers  and  a  full 
range  of  sales  aids. 
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Introductory  trade  bonus 
now  available 


Only  Sgp  RSP 


Unique  fine 
textured  composition 


1  8  hard  hitting  ads 
in  first  phase 


In  TV  Times,  Annabel, 
Cosmopolitan 


In  Good  Housekeeping, 
She,  Woman  &  Home 


Refresh  is  a 

Holdwood  International  Product. 

for  furttier  details  contact  our  distributor 

Dendron  Ltd-, 
94  Rickmansworth  Rd., 
Watford,  Herts  WD1  7JJ 
Tel  (Q923)  29251 


72°/o  National  Housewife  Coverage 
76  million  adult  impressions 


Completely  outdates  rough, 
old  pumice  stones 


Contact  your  DENDRON 
representative  now. 
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Feet  are  not  always  happy.  They  were 
once  described  by  an  American  adver- 
tiser as  the  ugliest  parts  of  the  body, 
and  are  certainly  the  most  neglected. 
They  are  smothered  by  nylon  tights, 
squeezed  into  "fashion"  shoes,  made  to 
carry  sometimes  enormous  weights,  trod- 
den on  and  generally  ill-treated.  Amaz- 
ingly many  pairs  of  feet  literally  stand 
up  to  this  kind  of  a  battering.  But 
usually  for  just  so  long.  The  secret  of 
having  happy  feet  is  to  stop  abusmg 
them  before  they  give  up.  Start  looking 
after  them  before  they  start  pinching, 
aching  and  sweating  and  become 
generally  miserable. 

The  way  to  keep  feet  happy  is  to  treat 
them  well.  Don't  wait  until  they  start 
screaming  for  attention  before  you  pay 
them  any.  You  look  after  your  face  and 
hair  because  they're  constantly  on  show. 
Just  because  your  feet  are  out  of  sight 
shouldn't  mean  they're  out  of  mind. 

Jn   general  people   are   beginning  to 


learn  that  prevention  of  the  causes  of 
unhappy  feet  is  better  than  cure.  De- 
velopments in  recent  years  have  shown 
that  feet  are  no  longer  the  body's  "poor 
relations".  This  is  pointed  up  by  a  look 
at  the  footcare  market.  It  has  been  grow- 
ing steadily  in  spite  of  two  successive 
bad  summers.  Increasing  by  10  per  cent 
in  1978,  it  has  become  one  of  the  fastest 
growing  sectors  in  pharmacies. 

Scholl,  the  market  leaders,  believe  that 
there  are  several  contributory  factors  to 
this  success.  Nine  people  in  ten  are 
known  to  suffer  from  foot  problems. 
With  a  national  shortage  of  chiropodists, 
home  medication  has  proved  to  be  a 
safe,  economical  and  effective  solution 
for  the  majority  of  foot  ailments.  As 
these  occur  irrespective  of  weather,  the 
market  has  gradually  become  less  sum- 
mer dependent.  In  the  past  two  years 
Scholl  have  shifted  their  promotional 
emphasis  to  all-year  round  products  such 
as  Zino  corn  pads  and  ingrown  toenail 
and  athlete's  foot  treatments.  This  has 
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not  meant  however  that  the  company 
has  forgotten  the  importance  of  adver- 
tising expenditure  on  more  summer- 
dependent  products  such  as  foot  sprays. 

Their  new  product  activity  has  centred 
on  winter  foot  problems.  Last  year,  for 
instance,  they  launched  their  new  thermal 
insoles  in  two  test  areas — Tyne  Tees  and 
Granada  These  are  multi-layered  in- 
soles containing  a  layer  of  thermal  in- 
sulation plus  a  material  known  as  Astro- 
Ion  VI  This  is  a  spin  off  from  the  space 
programme  and  is  an  aluminised  film 
which  helps  combat  extremes  of  tem- 
perature, such  as  those  experienced  by 
the  astronaut. 

Scholl  say  also  that  their  sales  of 
ingrown  toenail  treatment,  SI  athlete's 
fool  treatment  and  Zino  corn  pads  have 
benefited  from  their  new  advertising  and 
display  outers.  These  outers  were  de- 
signed lo  give  the  products  prominence 
on  the  .Scholl  stands  and  also  to  enable 
the  pharmacist  to  mount  separate 
counter  displays  in  more  medical  en- 
vironments. 

There  is  some  confusion  about  whether 
foot  care  products  are  a  "beauty"  line 
or  a  medical  one  The  truth  probably 
lies  somewhere  in  between  in  the  minds 
of  the  public,  but  it  has  been  proved  that 
however  they  think  of  these  products 
most  ladies  will  choose  to  go  to  their 
local  chemist  to  buy  them. 

Next  year  Scholl  are  planning  to  spend 
t;i 80.000  on  their  over-the-counter  (OTC  )  = 
foot  medicines.  They  make  two  differ-  •§ 
ent  kinds  of  corn  pads,  one  for  those  ^ 
hard    unyielding    corns    which    occur  ° 
mostly  on  the  tops  or  tips  of  toes  and  S 
another  for  soft  corns  between  the  toes,  g 
Their  new  advertising  for  these  products  " 
will  have  an  educational  slant  in  making 
people  more  aware  of  the  difference  be- 
tween these  corns.  Their  advertising  for 
SI  athlete's  foot  treatment  will  also  be 
explanatory    in    nature,    stressing  the 
benefits  of  the  product,  including  its  deep 
penetration    and    quick    drying  effect 
which  obviates  the  need  for  a  dressing. 

Scholl  have  recently  (C&D.  February 
24.  p2l9)  introduced  their  hard  skin 
slone  to  complement  such  products  as 
the  rough  skin  remover  and  callous  file. 
The  stone  is  made  from  pure  minerals 
selected  for  their  abrasive  qualities.  It 
\yill  be  supported  by  an  advertising  cam- 
paign worth  £40.000.  The  hard  skin  stone 
has  evolved  from  the  old  pumice  stone 

Two  other  fairly  new  products  which 
have  sworn  to  end  the  reign  of  the 
pumice  stone  are  Newton's  chiropody 
sponge  and  the  Refresh  chiropody  sponge 
which  is  being  distributed  by  Holdwood 
tnternational. 

Helping  to  prevent  the  formation  of 
hard   skin   on    the   feet   are   the  insole 


products.  Scholl  Air  Pillo  insoles  are 
expected  to  benefit  from  extensive  pro- 
motional activity  with  mone>-ofT  and 
banded  pack  offers 

Combe  International  have  their  own 
brand  of  insoles  called  Odor  Eaters 
which  as  well  as  cushioning  the  soles 
of  the  feet  aim,  as  their  name  suggests, 
to  "eat"  odour.  Most  people  are  familiar 
with  the  concept  by  now:  The  insoles 
contain  thousands  of  tiny  granules  of 
activated  charcoal  suspended  in  cushion- 
soft  latex  foam  Activated  charcoal  is 
highly  porous  and  each  particle  is  said 
to  be  able  to  adsorb  quantities  of  waste 
products,  and  absorb  unpleasant  smells 

People  with  "bromidrosis"  (or  plain 
old  smelly  feet!  )  can  sufTer  acute  em- 
barrassment The  problem  is  one  which 
even  in  these  liberated  days  is  rarely  dis- 
cussed— only  "other  people"  suffer  from 
il  Those  who  do  admit  to  the  problem 
should  wash  their  feet  regularly,  twice  a 
day  if  necessary,  and  after  wa.shing  the 


Hell  hath  no  fury  like  a  woman's  corn! 


feet  should  be  thoroughly  dried,  par- 
ticularly between  the  toes  and  given  a 
light  dusting  of  talc.  .Socks  and  tights 
should  be  washed  regularly  and  changed 
every  day,  leather  shoes  should  be  worn 
ind  plastic  and  man-made  fibres  shunned 

During  1979  Combe  are  undertaking 
their  "biggest  ever"  advertising  cam- 
paign. Odor  Eaters  will  be  advertised  on 
national  television  in  four  separate  six- 
week  bursts.  Scottish  commercial  radio 
is  also  being  used  and  a  consumer  com- 
petition later  in  the  year  will  offer  the 
winners  a  holiday  for  two. 

General  foot  problems  occur  in  all 
age  groups.  People  under  the  age  of  40 
are  most  likely  to  seek  remedies  for 
hard  skin  and  for  foot  odour  or  per- 
spiration problems.  Insoles  however  can 
be  used  by  people  of  all  ages. 

Whatever  the  problem  the  name 
Scholl  has  become  firmly  fixed  in  most 
neonle's  minds  as  synonymous  with  foot 
health    And  customers  in  need  of  self- 


medication  habitually  turn  to  their  local 
pharmacy  for  help. 

Perhaps  surprisingly,  research  has 
shown  that  the  majority  of  both  users 
and  non-users  of  Scholl  exercise  sandals 
regard  their  local  chemist  as  the  most 
.suitable  outlet  for  buying  them.  Just  as 
many  women  are  put  off  by  the  atmo- 
sphere of  some  hairdressmg  salons  or  the 
"snooty  beauty"  of  a  cosmetic  consultant 
in  a  department  store,  many  also  dislike 
shoe  shops,  finding  the  atmosphere  and 
self-service  facilities  of  their  local  chemist 
more  conducive  to  their  buying  st>le. 
Moreover  the  pharmacy  outlet  is  thought 
lo  enhance  the  health  image  associated 
with  Scholl  sandals. 

Scholl  will  be  featuring  29  styles  in 
I  he  1979  sandal  range.  These  include 
two  st\les  for  men  and  two  for  children. 
Ibis  \ear  the  range  is  divided  into  two 
distinct  categories — "exercise  sandals" 
designed  to  provide  exercise  benefits,  and 
"comfort  sandals",  with  fashion  appeal 
and  ease-of-wear  being  the  main  selling 
points. 

in  the  traditional  wdoden  exercise 
sandal  range  an  innovation  is  the  "flat 
honey"  style,  the  first  flat  wooden  exer- 
cise sandal  for  many  years.  The  higher- 
heeled  leatherlook  range  now  features  a 
new  style  with  uppers  that  have  a  flower 
motif.  Different  leathers  such  as  Nubuk 
a  soft  suede-type  leather — and  various 
soling  materials  give  "added  interest  to 
sandals  in  the  comfort  range",  says  the 
compans  There  are  styles  with  higher 
heels  and  included  for  the  first  time  is 
an  ankle  strap  sandal 

A  new  concept  in  exercise  sandals  is 
the  Soft  Step  range  soft  exercise  sandals 
with  padded  suede-lined  uppers  and  a 
moulded  foam-cushion  base.  The  Soft 
Step  sandal  has  an  upswing  heel  and 
lightweight  cork-look  base. 

\  promotional  campaign  worth  in  ex- 
cess of  £400.000  is  expected  to  reach  90 
per  cent  of  all  women  during  the  peak 
selling  period  between  May  and  August, 
Advertising  will  concentrate  on  the  two 
separate  product  categories.  One  cam- 
paign will  stress  the  exercise  benefits  and 
the  therapeutic  aspects  of  the  product. 
The  advertising  approach  towards  the 
comfort  range  is  designed  to  appeal  to 
a  target  age  group  of  2."^  to  40  and  con- 
centrates on  the  sandals  fashionability 
and  comfort.  There  will  be  a  separate 
campaign  to  promote  the  new  Soft  Step 
exercise  sandal 

Scholl  offer  basic  training  to  counter 
assistants  and  also  supply  booklets  such 
as  the  Good  Foot  Guide,  not  only  to  help 
pharmacy  staff  give  the  customers  with 
unhappy  feet  a  better  service,  but  also 
lo  help  them  with  their  own  pro^blem  of 
being  on  their  feet  all  day. 
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What  makes  a  display  effective?  Is  it  the 
aesthetic  impact  which  is  important,  or 
the  return  on  capital  invested?  Surely 
the  answer  is — both. 

The  customer  who  sees  what  he  wants 
and  IS  impressed  by  it  will  probably 
buy.  And  could  even  be  induced  to  make 
further,  related  purchases.  It  is  also 
likely,  unbelievable  as  it  sounds,  that  he 
will  make  those  purchases  in  a  happier 
frame  of  mind  than  if  he  is  surrounded 
by  a  confusing  and  distracting  mess. 

One  of  the  basic  principles  of  any 
design,  be  it  a  magazine  page  layout  or 
a  window  display,  is  balance.  It  is  true 
that  the  designer  (for  the  purposes  of 
this  article  any  person  setting  up  a  dis- 
play will  be  referred  to  as  a  designer — 
and  that  includes  you!)  can  choose 
either  a  symmetrical  or  an  asymmetrical 
balance,  but  balance  of  some  kind 
there  must  be. 

Within  a  balanced  framework  there 
are  various  themes  on  which  effective 
display  can  be  based.  These  are  known 
as  repetition,  alternation  and  grouping. 
I  he  first  two  have  little  relevance  to 
pharmacies.  lhe>  are  most  often  found 


in  the  long  stretches  of  windows  along 
London's  Oxford  or  Regent  Street.  In 
the  hrst,  repetition,  a  certain  design — say 
hve  display  dummies  in  specific  poses — 
is  repeated  in  window  after  window  with 
the  same  kind  of  merchandise,  perhaps 
different  kinds  of  coat.  Alternation  relies 
on  two  design  ideas  of  this  type  being 
alternated,  perhaps,  tall  and  short,  red 
and  blue,  dress  and  accessories. 

The  theme  most  relevant  to  the  phar- 
macy though  is  that  of  grouping.  The 
mam  problem  within  these  premises, 
which  in  the  case  of  the  independents  at 
least  are  usually  on  the  small  side,  is 
that  they  have  to  sell  a  very  wide  range 
of  merchandise.  It  is  in  fact  precisely  for 
that  reason  that  grouping  is  the  best 
method  of  display. 

Apart  from  the  limitations  imposed 
by  the  merchandisers  of  cosmetic  houses 
It  is  generally  recommended  that  each 
type  of  product  be  clearly  defined  and 
well  separated — all  the  shampoos  together 
but  separated  from  the  group  of  con- 
ditioners, all  face  cleansers  together  away 
from  the  moisturisers.  There  are  ob- 
viously some  areas  where  these  delinea- 
tion decisions  are  a  little  difficult  to 
make.  Only  common  sense  can  help  in 
these  instances. 

There   are   available   on   the  market 


today,  and  quite  reasonably  priced  too, 
various  "fixtures  and  fittings"  which  can 
help  a  designer  (remember  that  means 
you)  to  make  effective  displays.  There 
are  Perspex  cubes  or  metal  bracket 
systems  slotting  into  each  other  which 
can  easily  be  adapted  to  the  sort  of 
show  you,  the  designer,  want  to  make. 
Another  boon  offered  by  these  fittings  is 
that  by  combining  a  number  of  them — 
say  24  arranged  six  across  and  four 
down — the  designer  can  easily  achieve 
24  separate  displays.  In  the  case  of  a 
pharmacy  this  is  again  particularly  useful 
and  a  trick  which  turns  the  bane  of  too 
much  merchandise  into  a  blessing. 

Altering  the  display  is  made  easier  too, 
as  only  a  single  cube  need  be  changed 
at  any  one  time.  This  in  turn  means  that 
passers-by  are  treated  to  a  different  pic- 
ture. This  is  a  vital  ingredient  of  any 
effective  display.  Staleness  can  lead  to 
sterility.  And  regular  movement  will 
allow  the  dust  less  chance  to  settle. 

Remember  therefore  to  avoid  massing 
the  merchandise.  Properly  organised  the 
grouping  system  will  also  take  up  less 
space  and  will  permit  use  of  both  in- 
store  and  window  display  on  a  more 
cost-effective  basis.  Never  forget  that 
there  are  rates  to  pay  even  on  that  tiny 
piece  of  the  planet  occupied  by  your 
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window,  as  well  as  that  filled  by  the  dis- 
pensary and  counter  units.  Large  stores 
work  out  how  much  revenue  a  certain 
amount  of  window  space  should  bring 
in.  If  one  type  of  merchandise  occupying 
that  space  is  found  to  be  bringing  m 
less  than  it  should,  then  the  space 
allocated  to  it  is  reduced.  This  type  of 
statistical  approach  may  not  be  feasible 
in  a  smaller  shop  with  only  one  or  two 
windows  to  exploit,  but  in  fact  the 
smaller  the  display  space,  the  more  effec- 
tive that  display  has  to  be. 

Thinking  of  every  inch  of  space  in 
terms  of  revenue  does  not  mean,  how- 
ever, that  every  one  of  those  inches  must 
be  filled  to  capacity.  This  only  muddles. 
Even  if  each  thing  filling  that  space  is 
superbly  eye-catching,  no  eye  will  be 
caught  because  the  more  there  are  the 
more  surely  each  will  be  killed — making 
the  sum  of  the  attractive  parts  an  unholy 
whole! 

Once  again  the  proprietor  of  a  phar- 
macy is  particularly  vulnerable  because 
of  the  welter  of  point-of-sale  material 
made  available  by  the  manufacturers. 
This  material  is  usually  extremely  good, 
and  in  most  cases  free,  so  it  would  be  a 
terrible  waste  to  dispense  with  it  al- 
together. Merely  employ  a  judicious 
selection  procedure.  Decide  which  are 
the  products  you  want  or  need  to  pro- 
mote— tie  in  with  current  on-pack  offers, 
local  advertising  or  the  seasons. 

Tying  in  with  local  advertising  can  be 
particularly  important.  Mr  E.  A.  W. 
Simmons,  the  head  of  the  display  depart- 
ment at  the  College  of  Distributive  Trades 
in  London,  says  that  were  he  the  man- 
ager of  a  small  pharmacy  he  would  want 
to  cash  in  on  the  money  spent  by  the 
manufacturers  to  advertise  their  product 
on  television  and  in  the  Press.  (This  is 
precisely  why  C&D  makes  a  point  of  in- 
forming readers  of  manufacturers'  ad- 
vertising plans  week  by  week). 

Another  principle  of  display  is  referred 
to  by  designers  as  introductory  selling. 
This  performs  silently — and  often  in  con- 
sequence more  effectively — the  job  of  a 
sales  assistant.  The  example  is  made  of 
a  woman  wanting  to  buy  a  handbag.  On 
entering  the  appropriate  store  she  is 
faced  with  a  display  featuring  the  hand- 


bag in  the  colour  of  her  choice  as  well 
as  a  matching  pair  of  gloves,  shoes  and 
perhaps  a  scarf.  '"Hmmmm",  she  thinks 
to  herself,  and  ultimately,  "why  not?" 
This  type  of  thinking  can  be  induced  in 
a  pharmacy  just  as  easily.  A  perfume 
madam,  certainly,  and  why  not  an  eau 
de  toilette,  bath  additive,  talc  or  body 
lotion  in  the  same  fragrance?  A  new 
lipstick?  Yes,  buy  why  not  a  whole  new 
look?  These  are  legitimate  selling  tech- 
niques but  how  much  more  eloquently 
are  they  achieved  by  an  effective  and 
silent  display  than  by  tactics  on  the  part 
of  an  assistant  that  could  be  regarded  by 
the  customer  as  "pushy"? 

Introductory  selling  displays — indeed 
any  display — must  have  a  focal  point. 
In  a  symmetrically  balanced  display  this 
will  probably  be  in  the  middle.  Asym- 
metrical displays  can  be  achieved  in  any 
dimension  within  a  space  by  dividing 
that  space  into  three  in  the  dimension 
required.  If  it  has  been  decided  that  the 
emphasis  should  be  on  the  left  at  the 
front  of  a  window  then  the  left  hand 
third  should  be  used. 

The  emphasis  of  a  focal  point  can  be 
achieved  by  its  size  or  by  its  colours 
or  it  could  be  picked  out  by  a  spotlight. 
It  need  not  even  be  merchandise  but  a 
point-of-sale   item.   Whatever  it  is  and 


however  emphasised  it  must  always  be 
placed  at  eye  level. 

There  is  no  point,  however,  in  trans- 
fixing someone's  gaze,  so  introductory 
selling  displays  then  employ  what  are 
known  as  lines  of  sight.  These  lead  the 
eye  involuntarily  in  a  pre-arranged  direc- 
tion. The  brain  behind  the  eye  is  rarely 
aware  that  this  trick  has  been  played. 

There  are  real  lines  of  sight,  which 
could  also  be  described  as  unsubtle,  as 
they  use  real  material — string,  ribbons, 
arrows  or  coyly  pointing  hands,  to  direct 
the  eye. 

Suggested  lines  of  sight  are  usually 
elTected  by  the  arrangement  of  merchan- 
dise— largest  to  smallest  for  instance. 
These  techniques  cash  in  on  normal 
human  habits  so  that  in  Britain  they 
should  "read"  from  left  to  right.  If  we 
were  talking  about  displays  in  China 
or  Israel  of  course  then,  because  their 
reading  habits  are  different,  they  would 
"read"  the  displays  differently. 

Summing  up  therefore  it  is  very  easy 
to  be  led  into  the  temptation  of  smoth- 
ering a  shop  with  merchandise  and  dis- 
plays which  used  on  their  own  would  be 
effective.  Go  easy,  therefore,  is  the  advice 
of  the  experts.  Don't  try  to  show  every- 
thing at  once  or  each  piece  will  kill  its 
neighbour.  Be  selective  both  from  a 
visual  and  a  business  point  of  view;  dis- 
play those  items  which  are  currently 
offering  customers  the  "chance  of  a  life- 
time" or  which  are  already  being  brought 
to  their  attention  on  television.  Keep  up 
with  advertising.  Be  as  simple  and  as 
bold  as  possible  and  never  reduce  the 
impact  of  a  display  by  burying  it  under 
meaningless  decorative  gimmicks.  It's 
the  merchandise  the  customers  want  to 
see,  and  it's  an  important  part  of  your 
job  to  make  it  as  easy  as  possible  for 
them  to  do  so. 


Consumer  PrwIucLt  Division 
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HERE'SWHERE  T 

LEADSTO 


LLCHAN 


If  s  no  secret  that  once  people 
use  Wella  Conditioners  they  want  to  carry 
on  using  them. 

This  year,  we  re  promoting  our 
Conditioners  in  a  big,  big  way,  so  even 
more  of  your  customers  will  be  asking  for 
them. 

You'n  soon  be  hearing  about  our 
competition  plans  for  reaching  well  over 
30  million  consumers -a  healthy  figure 
in  any  language. 

On  top  of  this  we'll  be  advertising 
Wella  Conditioners  heavily  in  widely  read 
women's  magazines  with  powerful  double 
page  advertisements  in  fuU  colour. 

It's  a  forceful  campaign  that  will 
help  to  increase  your  WeUa  Conditioner 
sales  even  more. 

In  the  meantime,  you'll  notice  a 
smaU  change  on  the  Wella  Conditioner 
front!  The  label  design  has  been  updated 
to  make  it  as  attractive  as  the  trusted 
formulation. 

The  way  to  profit  fi-om  our  massive 
advertising  support  for  Wella  4I^^S 
Conditioner  is  to  stock  it!  W£UA 


we  know  about  hair. 


Reps  talking 


Yes,  when   1   first  started  in  this  job 
coming  as  I  did  from  selling  biscuits  to 
grocery  outlets,  1  was  a  bit  in  awe  of  the 
pharmacist.  I  thought  because  he'd  been 
to  college  and  had  letters  after  his  name 
that  he  was  more  intelligent  than  me. 
I  soon  learned  though.  He  might 
know  more  than  me  about 
pills  and  potions  but  not 
necessarily  about  buying 
or  selling. 

There    were    some,  15 
years  ago  or  so,  who  were 
wary  of  us,  frightened  really 
of  being  sold  to.  Some  still 
are  today,  but  they  won"t  last 
much  longer  I  shouldn't  think. 
There  was  a  bit  of  prejudice  too 
on  both  sides  I  suppose.  I  re- 
member one  pharmacist,  in  Gos- 
port  this  was.  he  signalled  to  me 
when  1  came  in  that  1  should  wait 
a  minute.  Well  I  could  see  he  was 
busy,  there  was  a  steady  stream  of 
people  coming  in  with  prescriptions 
from  the  surgery  opposite,  so  I  just 
waited  a  bit.  Then  I  wondered  if  I  had 
time  to  go  to  see  another  chemist  and 
come  back  to  this  one  when  he  was  less 
busy,  so  I  glanced  down  at  my  watch  to 
check.    Well,    honestly,    you'd  have 
thought  all  hell  had  broken  loose.  This 
pharmacist  bangs  open  the  door  to  his 
dispensary  and  comes  over  to  me  shak- 
ing his  fist  and  carrying  on.  "I  know 
your  sort,"   he   shouts,   "parasites  the 
lot   of  you.   You'll   see.  when  World 
War  three  comes  around  and  I'm  asked 
to  go  and  fight  I'll  make  damn  sure  you 
reps  are  in  the  front  line.  Now  get  out 
you  impatient  so  and  so.  you  get  out 
of  my  shop,  I've  got  important  work  to 
do  tending  these  people's  ills.  Take  your 
rubbish  and  get  out." 

There  aren't  many  left  like  that, 
thank  heavens.  But  that  story  shows 
what  some  of  them  used  to  think.  One 
told  me  once  that  when  he  was  at 
college  his  professor  asked  the  class 
why  they  wanted  to  be  pharmacists.  He 
got  all  sort  of  answers,  mainly  on  the 
ministering  angel  theme,  and  when  this 
guy  said  that  he  just  wanted  to  make  a 
living  thank  you  very  much,  well  you 
couldn't  hear  the  shocked  mutterings 
for  the  sharp  intakes  of  breath,  he  says. 
I  bet  he's  still  in  business  though. 


Those  who  refused  to  think  of  them- 
selves as  businessmen,  you  know  phar- 
macists first  and  last,  they've  probably 
gone  to  the  wall  now.  I'm  not  saying 
mind  that  they  shouldn't  think  of 
th^msplves  as  nharmacists  first,  why  not. 
after  all  that's  what  they're  trained  to, 
but  that  if  they're  going  to  be  in  retail 
they've  got  to  be  businessmen  as  well. 


All  those  years  ago  we  were  telling 
them,  you've  got  to  buy  right,  in 
greater  volume,  on  bonus  terms  where 
possible,  reduce  margins,  cut  prices,  put 
the  goods  on  display.  Those  that 
listened  are  probably  bigger  than  ever 
now,  the  mainstays  of  the  groups,  very 
likely.  The  others?  Put  out  of  business. 
Some  by  the  drugstores.  And  many  of 
those  have  been  opened  by  ex-reps 
themselves.  Retired  from  the  road,  they 
are  picking  the  fruits  of  their  own  ad- 
vice and  opening  up  in  competition  with 
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the  very  people  they  were  trying  to  sell 
to,  trying  to  convince. 

The  change  in  the  way  chemists  think 
has  come  about  gradually.  It's  still 
happening.  They  used  to  be  creatures 
of  habit,  either  they  bought  from  your 
company  or  they  didn't  and  that  was 
that.  They  used  to  think  we  were  out 
to  con  them.  Certainly  it's  our  job  to 
sell  products  to  them,  but  its  no  good 
for  us  if  their  business   is  no  good. 


'they  used  to  think  we 
were  out  to  con  them' 


There's  no  percentage  in  our  over-load- 
ing their  limited  stock  space  with  pro- 
duct they  can't  sell.  We  appreciate  that 
they  have  to  carry  many  lines  and  have 
a  lot  of  money  tied  up  in  stock,  parti- 
cularly in  the  dispensary,  so  we  have  to 
give  them  a  good  reason  to  buy  and 
convince  them  that  they  also  have  a 
good  reason  to  sell.  The  more  we  buck 
up  our  own  business  by  bucking  up  that 
of  the  chemist  the  happier  everyone  is, 
including  the  customers. 

The  chemists"  biggest  problem  is  time. 
They  really  should  let  their  counter 
assistants  help  them  more  in  the  buying. 
The  more  trust  is  placed  in  these  girls 
the  better  they  respond.  If  a  chemist 
has  trustworthy,  intelligent  staff  he  can 
often  turn  over  the  buying  of  non- 
medical stuff  to  them.  After  all  it  is 
they  who  are  most  familiar  with  the 
stock  turnover.  They  actually  make  the 
sales,  they  listen  to  requests  or  com- 
plaints from  customers.  Their  "inside" 
knowledge  would  be  of  great  help  in 
buying  decisions. 

A  good  rep  always  regards  these  girls 
as  his  greatest  allies,  whether  they  do 
any  buying  or  not.  They  can  make  or 


break  a  sale.  It's  a  mistake  to  think  of 
them  as  maleable  though,  they're  the 
first  to  tell  you  if  they  think  your  pro- 
duct is  rubbish.  If  they  don't  though,  if 
they  like  it.  they  can  sure  sell  it  for 
you,  first  to  the  boss  if  necessary  and 
then  to  the  customers. 

Oh  yes,  chemists  can  be  funny  about 
buying.  I  remember  once  I  saw  a  lorry 
from  one  of  the  independent  chemists 
wholesalers  delivering  less  to  the  back 
door  of  a  chemist  than  a  woman  was 
taking  out  the  front!  Chemists  should 
invest  some  time  and  trust.  One  of  the 
biggest  problems  has  been  their  attitude 
to  new  products.  They'll  wait,  they  say. 
Oh  yes,  they  know  it's  going  to  be  ad- 
vertised but  they'll  wait,  wait  until 
they're  asked  for  it.  Then  they'll  buy  it 
in  units  of  one  or  two  from  the  whole- 
saler. Silly  whatsit!  The  wholesaler's  the 
one  who's  benefited  from  the  launch 
discount.  Now  if  the  chemist  had  taken 
a  small  gamble  and  bought  a  couple  of 
cases  from  me,  taking  advantage  of  the 
discount,  well,  he'd  be  laughing. 

No,  we  don't  operate  sale  or  return, 
but  it's  not  much  good  to  me  is  it,  sell- 
ing a  chemist  something  he  can't  shift. 
So  if  he  takes  that  gamble  and  then 
really  tries  to  sell  the  product  by  price 
cutting,  display  and  so  on,  but  honestly 
can't  move  it,  well  I'll  see  him  right 
won't  I?  We're  behind  him  in  every- 
thing we  do.  If  he  buys  right  we  can 
give  him  the  opportunity  to  compete 
both  with  the  bigger  boys  and  the 
grocery  outlets. 

Back  ten  or  fifteen  years  ago  or  so 
the  chemist  tended  just  to  sit  there  and 
wait  for  people  to  come  in.  Never  tried 
to  encourage  them.  Now  their  attitude 
towards  making  a  profit  has  changed  on 
the  whole.  Then  they  saw  themselves  as 


public  servants,  ministering  angels  some 
say,  and  making  money — even  enough 
to  survive — was  a  secondary,  almost 
sordid  consideration.  Now  they're  com- 
ing to  their  senses.  Well,  they've  had  to 
haven't  they? 

Mind  you  it's  not  just  with  chemists 
that  reps  come  up  against  a  wall  of  not 
wanting  to  be  sold  to.  In  any  selling 
situation  where  one  person  is  going  to 
have  to  put  his  hand  in  his  pocket  that 


'we're  behind  him  in 
everything  we  do' 

invisible  wall  is  erected.  But  honestly 
there's  no  point  in  a  rep  trying  to  con 
a  chemist.  He's  going  to  have  to  see 
him  again  and  again.  There's  no  point 
in  flogging  him  rubbish  and  mucking 
up  your  relationship  with  him.  There's 
no  percentage  either  in  knocking  an- 
other fellow's  product.  First  of  all  you're 
never  quite  sure  that  you  might  not  be 
having  to  try  and  sell  that  product 
some  time!   But  it's  sloppy  .selling. 

Those  girls  though,  they're  really  im- 
portant to  us.  Often  they're  interested  in 
a  product  anyway  because  they  use  it. 
Whether  they  do  or  not  though,  they 
really  should  make  a  point  of  knowing 
something  about  all  the  products  they 
sell.  The  best  moment  in  a  rep's  career 
is  when  he  overhears  a  counter  assistant 
repeating  what  he's  told  her  to  a 
customer.  Wonderful  that  is.  It's  only 
happened  to  me  four  times  in  fifteen 
years. 

The  foregoing  monologue  was  com- 
piled by  the  author  after  talking  to  rep's 
who  have  worked  with  chemists  most  of 
their  lives.  We  plan  to  publish  articles 
from  other  points  of  view  in  future 
issues. 


cAveeijd  Natural  colloidal  oatmeal  range 

Soothes,  cleanses  and  conditions  inflamed  skin 


Aveenobar 

A  soap-free  cleansing  bar  for  sensitive  skin,  and  to 
complement  Aveeno  Colloidal  bath  therapy. 

Aveeno  Colloidal  Sachets 

For  bathing  large  skin  areas,  providing  soothing 
I    relief  from  inflamed,  itching  conditions. 

Aveenobar  Oilated 

A  soap-free  cleansing  bar  for  dry  skin,  and  to 
complement  Aveeno  Oilated  bath  therapy. 

Aveeno  Oilated  Sachets 

For  bathing  large  dry  skin  areas,  providing 
soothing  relief  from  inflamed,  itching  dry  skin 
conditions. 


Acnaveen 

A  soap-free  cleansing  bar  for  Acne  and  oily  skin 
conditions. 

Display  and  recommend  Aveeno-the  natural 
answer  to  troubled  skin. 
•k   Completely  soap-free. 

*  Restores  and  maintains  normal  skin  pH. 

*  Colloidal  oatmeal  content  provides  a  natural 
anti-inflammatory,  anti-pruritic  action. 

*  Available  from  your  usual  wholesaler. 

Samples  and  data  sheets  plus  further  information 
availablefrom:- 


(Soger 

HEALTH  PRODUCTS  LTD 


The  Firs  .Whitchurch, 
A/lesbury.Bucke.  HP22  4JU 
Tel:  029  644  701 
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SUNNERl 
ACONINGIN 


Believe  it  or  not  summer  will  come 
sometime.  How  long  it  lasts  is  not  cer- 
tain but  we  have  been  played  false  for 
so  long  that  the  law  of  averages  insists 
we  have  a  wonderful,  blazing  summer 
for  at  least  one  weekend  this  year. 
More  often  these  days  of  course  if  the 
summer  refuses  to  come  to  us,  we  go  to 
it,  flying  off  like  escaping  prisoners  to 
sun,  sea  and  sand. 

Whether  the  summer,  the  sun  and 
good  times  come  to  your  customers  or 
they  go  to  it.  there  are  two  things  it 
demands  of  them.  That  they  be  slim 
enough  to  bare  their  bodies  to  the  sun 
and  that  they  are  protected  enough 
against  that  sun  so  their  holidays  aren't 
ruined  by  sunburn.  This  pre-occupation 
with  the  state  of  their  bodies  leads 
people  primarily  to  their  local  pharm- 
acy. There  they  will  find  the  slimming 
preparations  that  give  their  collective 
willpower  a  little  nudge  in  the  right 
direction,  the  body  lotions  and  moistur- 
isers  to  prepare  bodies  for  show,  the 
selftan  products  that  help  remove  the 
stigma  of  first-day-holiday  whiter-than- 
white  skin,  the  sun  tan  preparations  to 
protect  and  encourage  the  tan  and  the 
after-sun  preparations  that  soothe. 

See  how  many  sales  you  can  make  to 
just  one  person  who's  off  to  Spain  next 
week!  Not  to  mention  the  special  pro- 
ducts to  protect  hair  from  the  assaults 
of  wind  and  sea,  the  lip  salves,  the 
special  make-up  to  show  off  the  tan 
and  of  course  the  beach  bag  to  carry 
It  all  in.  The  possibilities  are  almost 
endless.  Let  us  look  at  the  markets  for 
two  of  these  product  ranges  in  a  little 
more  detail  so  that  you'll  be  better  able 
to  advise  customers. 

The  suntan  preparation  market  is  a 
big  one,  but  in  spite  of  that  it  seems 
to  go  right  on  getting  bigger.  The  cur- 
rent market,  as  already  outlined  m 
C&D's,  January  preview,  looks  something 
like  this — Ambre  Solaire  and  Bergasol 
are  still  fighting  it  out  at  the  top;  Cop- 
pertone,  Eversun,  Uvistat,  Delial,  Nivea 
and  Cooltan  are  in  there  too,  slugging 
it  out  between  each  other. 

Last  year  Ambre  Solaire  was  re- 
launched by  L'Oreal  and  managed  to 
maintain  overall  brand  leadership.  Ber- 
gasol from  Chefaro  however  remained 
the  most  popular  product  bought 
through  pharmacies,  and  is  still  number 
Picture  at  left  courtesy  of  Bergasol 


two  in  the  whole  marketplace. 

Their  theme,  illustrated  in  the  colour 
picture,  of  being  able  to  promote  a  tan 
even  in  the  uncertain  climate  of  British 
gardens  is  bound  to  be  very  popular. 

This  year  Plough  are  extending  their 
Coppertone  range  with  the  addition  of 
Tropical  Blend  for  people  who  tan 
easily  and  need  little  protection,  and 
Super  Shade  15  for  those  who  don't 
and  do!  WB  Pharmaceuticals  are  back- 
ing Uvitan  products  wit'h  a  heavy  ad- 
vertising campaign,  as  are  Roche  for 
Eversun.  Eversun  is  now  distributed  by 
a  joint  Polaroid /Eversun  sales  force  and 
is  also  receiving  strong  promotional 
back-up.  Bayer  have  said  that  their  main 
push  this  year  for  the  Delial  range  will 
be  through  their  Maxi  Braun  self- 
tanning  product  and  their  ever-popular 
promotional  items. 

Nivea  could  be  said  to  be  the  strong 
silent  member  of  this  troupe.  A  range 
of  products  whose  market  attack  is  very 
muted  but  which  go  on  selling  to  a  band 
of  faithful  followers  and  their  converts, 
year  in,  year  out. 

The  market  in  1979  will  be  further 
boosted  however  by  the  introduction  of 
new  products  and  by  a  new  emphasis 
on  the  protective  and  moisturing  quali- 
ties of  suntan  preparations  as  against 
their  tanning  properties. 

A  range  which  majors  heavily  on  this 
theme  comes  from  L'Oreal.  It  is  called 


Club  Mediterranee  after  the  French 
holiday  organisation,  whose  image  in 
Britain  is  of  exclusivity,  elegance  and 
fun.  The  products  are  aimed  at  people 
who  are  equally  interested  in  the  cos- 
metic and  glamour  elements  of  sunbath- 
ing, as  well  as  just  wanting  to  get  a  tan. 

A  new  range  of  products  which,  like 
Bergasol,  promises  to  accelerate  the  tan- 
ning process  is  the  Biobronze  system 
from  Eylure.  This  consists  of  a  pack  of 
two  tubes  which  should  be  used  in 
sequence  during  the  holiday.  The  first 
tube  contains  a  high  proportion  of  filters 
and  a  certain  amount  of  tan  accelerator. 
1  his  should  be  used  for  the  first  few  days 
to  establish  a  tan  and  accustom  the 
skin  to  the  sun.  The  second  tube  has  a 
lower  concentration  of  filters  and  a 
higher  level  of  tan  accelerator  so  that 
the  tanning  process  can  continue  at  a 
faster  rate  on  skin  which  has  built  up 
Its  own  defences  against  burning. 

The  Piz  Buin  range  which  has  been 
available  in  only  a  few  outlets  up  to 
now  will  be  nationally  available  this 
year  and  will  be  distributed  by  the 
Alberto  Culver  sales  force. 

Hawaiian  Tropic,  a  range  that  was 
test  marketed  last  year,  will  also  be 
nationally  available  this  year  through 
Unicliffe.  This  range  relies  very  heavily 
on  coconut  and  two  products  are  for 
hardened  sunbathers  only  as  they  con- 
tain no  surtscreen  at  all. 


Supplement  to  Chemist  &  Druggist  March  24,  1979  -  17 


slimGard 

meal  replacement 

for  slimmers ! 


Slimgard  is  not  just  an  ordinary  slimmer's  meal. 
It  contains  all  the  protein,  carbohydrate,  vitamins, 
minerals  and  nutrients  of  a  fully  balanced  meal. 

BACKED  BY  POWERFUL 
ADVERTISING 

Using  women's  magazines 


PLUS  A  NATIONAL  SAMPLE 
OFFER  and  voucher  for  25p 
off  first  purchase  to  appear  in 

WOMANSREALIVIThis  means 
900,000  potential  purchasers 

will  have  the  opportunity  to  try  the  product  and  many 
of  them  will  be  coming  into  your  shop  with  their  25p 
voucher  to  purchase  the  product.  Make  sure  you 
have  adequate  stocks. 


ANDTHAT'SNOTALL! 

30  second  TV  commercials  will  appear  in 

TRIDENT- ATV- GRANADA 

areas  during  the  launcli  period. 
With  some  9  million  women  seeing  the 
commercial  at  least  35  times  in  each  area. 


The  commercial  features  Beverly  Jennings 
who,  after  two  weeks  of  using  Slimgard  as 
part  of  her  calorie  controlled  diet,  shows 
a  dramatic  weight  loss.  This  weight  loss  is 
verified  by  Mr  George  Gregory  (Senior 
Clerk  of  the  Scales  -  The  Jockey  Club) 
who  also  appears  in  the  commercial. 


Make  sure  you  have 

sufficient  stoclis  to  meet  tlie  demand  i 


Further  advertising  and  promotion  is  planned  to  follow  the  launch  to 
support  y_ou  throughout  the  year  Ask  your  wholesaler's  representative 
for  details  of  the  advertising,  promotion,  offers  etc  that  are 
available  to  you! 

SlimGard  is  a  trademark 


Distributed  in  the  UK. 
by  Pharmagen  Limited, 
Chapel  Street,  Runcorn, 
Cheshire,  WA7  5AP 

(Tel:  Runcorn  72816) 


A  product  often  overlooked  in  this 
sector  is  Body  Screen  from  A.  H. 
Robins,  the  Chapstick  people.  Body 
Screen — which  is  in  fact  based  on  the 
same  sunscreen  agent  present  in  Chap- 
stick — IS  a  clear  non-stainmg  product  and 
its  alcohol  lotion  base  spreads  easily; 
being  non-stick  it  does  not  attract  dust 
or  sand  either. 

In  essence  then  this  is  what  the  suntan 
preparation  manufacturers  will  be  doing 
this  year  to  promote  sales  of  their  pro- 
duct in  your  shops.  Many  of  them  have 
stated  that  their  main  aim  is  to  help 
the  chemist  display  these  kind  of  pro- 
ducts to  better  advantage.  Advantage, 
that  is.  that  cuts  both  ways,  both  m 
terms  of  the  chemists  sales  and  those  of 
the  manufacturers  concerned.  There  will 
be  no  shortage  therefore  of  good  dis- 
play material  to  indicate  to  your 
customers  just  what  you  have  to  offer. 
Furthermore  customers  will  be  unable 
to  escape  the  need  for  suntan  products 
this  year  as  they  will  be  constantly 
reminded  by  enormous  amounts  of  tele 
vision,  radio.  Press  and  poster  advertising. 

There  is  a  new  product  in  the  Ambre 
Solaire  range,  the  soothing  balm.  The 
new  Club  Mediterranee  range  will  be 
supported  by  a  television  campaign 
worth  £200,000.  Press  advertising  will 
also  be  used  and  a  consumer  competition 
is  planned. 

Bergasol  will  be  backed  by  a  national 
advertising  campaign  and  Chefaro  say 


Britain  and  to  gain  complete  brand 
identity  the  little  girl  and  the  dog  will 
be  strongly  featured  on  each  one.  They 
are  also  running  a  holiday  competition 
with  a  leading  women's  magazine. 

Delial  are  majoring  on  their  self 
tan  product,  Maxi  Braun.  They  have  a 
new  product  too.  Factor  10,  which  is 
recommended  especially  for  use  in  very 
hot  climates  and  is  said  to  be  particu- 
larly suitable  for  sportsmen  and  others 
whose  pursuits  necessitate  them  staying 
in  the  sun  for  long  periods.  Factor  10, 
as  its  name  suggests,  has  a  very  high 
protection  factor  and  is  therefore  good 
for  people  with  sensitive  skins. 

Cooltan  products  will  be  promoted 
by  full-colour  advertisements  in 
women's  magazines  from  June.  They 
will  also  be  advertised  on  local  radio 
stations  including  those  in  or  around 
seaside  resorts,  and  as  a  further  boost 
the  products  will  be  seen  in  national 
newspapers. 

Piz  Buin  will  be  supported  by  a 
£200,000  national  television  campaign 
and  two  consumer  offers  will  be  made 
through  the  products,  one  for  a  beach 
sundial  based  on  a  1721  design  said 
"really  to  work",  and  a  beach  ball. 

Although  you  can't  assure  customers 
that  the  judicious  use  of  whichever  sun- 
tan  product  they  finally  plump  for  will 
prevent  wrinkling  altogether,  care  of  the 
skin  with  these  products  may  delay  the 
ageing  process  slightly. 


that  they  have  reserved  a  large  tactical 
budget  for  television  and  radio  advertis- 
ing during  the  summer.  Consumer  leaf- 
lets will  also  be  available. 

A  Press  and  television  campaign  for 
Uvitan  and  Uvicool  products  will  coin- 
cide with  advertising  in  women's  maga- 
zines. Uvistat  will  be  promoted  through 
specialised  publications  such  as  Mother 
and  Parents. 

The  advertising  and  promotional 
budget  allocated  to  Eversun  is  said  to 
represent  their  biggest  spend  ever  and  is 
twice  the  expenditure  of  1978.  The 
photographs  for  the  magazine  advertise- 
ments have  been  taken  by  Giacobetti 
who  used  to  take  the  photographs  for 
the  famous  Pirelli  calendars.  They  were 
shot  on  location  in  Miami. 

Plough  too  are  increasing  their  ad- 
vertising and  promotional  budget  for 
Coppertone  by  40  per  cent.  They  have 
booked    2,500    poster    sites    all  over 


age.  They  find  their  waistbands  are  get- 
ting tighter,  that  they  are  out  of  puff 
at  the  top  of  the  stairs,  that  people  make 
pointed  remarks  and  they  want  help  in 
doing  something  about  it.  It  is  now  an 
all-year  round  pre-occupation  but  one 
that  nonetheless  receives  a  boost  when 
summer  is  a  'coming  in. 

The  slimming  aids  market  can  be 
split  between  appetite  suppressants  and 
meal  replacements.  Two  years  ago 
Thompson  Medical  introduced  Bran 
Slim  and  they  now  say  that  it  is  the 
"fastest  growing  slimming  product".  They 
describe  their  Bran  Slim  calorie  con- 
trolled diet  as  "the  natural  way  to  lose 
weight".  The  tablets  contain  bran  and 
their  filling  action  is  said  to  take  the 
edge  off  an  appetite  resulting  in  the  in- 
take of  fewer  calories.  They  also  supply 
the  slimmer  with  roughage.  Like  most 
slimming  aid  products  Bran  Slim  does 
require  the  slimmer  to  follow  a  calorie 
controlled  diet  and  although  there  is 
some  guidance  given  a  measure  of  will- 
power IS  still  needed.  Customers  will 
be  seeing  the  advertising  for  Bran  Slim 
on  national  television.  The  company  is 
spending  £300,000  to  make  sure  of  that, 
and  they  are  also  running  an  advertising 
campaign  in  women's  magazines. 

Ashe  Laboratories  are  planning  to  put 
their  Simbix  name  behind  the  growing 
interest  in  bran  with  the  launch  of  a 
new  diet  plan,  the  Simbix  14-day  Bran 
Plan  (£1.45).  this  month.  Each  pack  con- 


Slimming  business 

Slimming  is  a  fat,  rich  business  which 
is  getting  heavier  every  year.  In  the  past 
ten  years  the  industry  has  grown  from 
an  estimated  £41  million  to  £130  million 
today.  There  are  countless  reasons  why 
people  want  to  lose  weight  and  these 
are  no  longer  totally  confined  to  the  pre- 
holiday  realisation  that  somehow  a 
body  is  going  to  have  to  fit  into  a 
bikini.  People  are  becoming  more  aware 
of  the  dangers  in  carrying  extra  pound- 


tains  bran  tablets,  a  diet  book  and  vita- 
min tablets.  This  product  will  also  be 
advertised  in  women's  magazines,  but 
the  first  burst  will  be  in  newspapers. 

The  company  will  also  be  advertising 
their  meal  replacement  product,  Simbix 
Meal-in-a-glass.  This  will  be  the 
product's  first  appearance  in  the  Press; 
it  will  feature  the  new  pack  and  a  true- 
life  success  story.  The  advertising  will 
be  in  the  specialist  slimming  Press  and 
general  interest  women's  magazines. 
Simbix  Meal-in-a-glass  (£0.69)  is  avail- 
able  in   strawberry,   chocolate,  banana 
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and  butterscotch  tiavours,  and  when 
mixed  with  a  third  of  a  pint  of  milk 
is  said  to  provide  approximately  one- 
sixth  of  the  recommended  daily  allow- 
ances of  protein,  one-fifth  of  the  recom- 
mended vitamin  C  intake  and  substan- 
tial amounts  of  vitamins  Bl,  B2,  A  and 
D,  as  well  as  calcium,  and  has  a  total 
calorie  content  of  235  per  serving. 

Carnation  Foods  opened  up  the  mar- 
ket for  meals  in  a  glass  with  Slender 
(£0.69).  The  company  believes  that  the 
major  target  for  the  slimming  industry 
in  the  UK  should  be  aimed  at  the  25-45 
year  old  woman  with  one  child  or  more. 
She  is  constantly  exposed  to  media  ideas 
of  how  she  should  look  at  a  time  in  her 
life  when  she  has  a  natural  tendency  to 
gain  weight. 

Gradually  the  powers  that  be  in  the 
slimming  industry  have  grasped  the  idea 
that  trying  to  lose  weight  is  boring  and 
can  be  unsuccessful  unless  it  is  tackled 
with  imagination,  tenacity,  discipline 
and  willpower.  The  main  point  to  any 
slimming  plan  is  to  re-educate  the 
stomach  to  expect  less.  This  is  why 
crash  diets  are  rarely '  successful  in  the 
long  term.  They  can  also  be  dangerous 
— the  body's  resources  cannot  so  easily 
switch  off.  There  are  no  hard  and 
fast  rules,  each  individual  has  to  find 
their  own  method,  but  remember  many 
people  may  come  to  you  for  advice. 

Calorie  counting  can  become  obses- 
sive and  IS  an  uninteresting  way  of 
tackling  the  problem.  Most  people  drop 
it  after  a  while  as  being  too  much  effort 
for  too  little  result.  According  to  Carna- 
tion's research  however,  food  replace- 
ments, such  as  the  Simbix  Meal-in-a- 
glass  and  their  own  Slender  are  be- 
coming more  and  more  popular.  They 
are  seen  as  nutritious,  well-balanced  and 
flexible  taken  as  they  are  in  support  of 
an  individual's  dieting  programme.  They 
are  convenient  and  actually  taste  OK. 

Slender  is  available  in  vanilla,  straw- 
berry, chocolate  malt,  chocolate  coffee 
and  raspberry  flavours  and  each  can  be 
mixed  with  a  third  of  a  pint  of  either 
hot  or  cold  milk.  The  product  is 
formulated  to  provide  a  balanced  meal 
replacement  comprising  nutrients,  pro- 
tein, carbohydrates,  fat,  sugar,  minerals 
and  vitamins.  The  user  herself  can 
decide  whether  to  use  this  product  to 
replace  one,  two  or  three  meals.  Two 
is  probably  the  optimum,  preferably 
breakfast  and  lunch,  with  a  meal  in  the 
evening,  but  she  must  be  careful  not 
to  exceed  1,200  calories.  Carnation  pro- 
vide Slender  users  with  a  chart  giving 
calorie  table  and  meal  suggestions. 

Unicliffe,  whose  Limmits  range  virtu- 
ally counts  the  calories  for  the  slim- 
mer, have  now  introduced  what  they 
describe  as  a  "totally  different"  meal 
replacement  product— HPD  (High  Pro- 
tein Diet;  £3.30).  HPD  is  in  powder 
form  and  each  "meal"  amounts  to  125 
calories  only,  so  once  again  by  replacing 
two  meals  with  HPD,  slimmers  can  still 
enjoy  one  main  meal  a  day.  Unicliffe 
are  backing  the  launch  of  this  new 
product  with  an  advertising  and  promo- 
tional  campaign    using    national  news- 


papers and  leading  women's  magazines. 

The  company  will  also  be  continuing 
with  their  advertising  theme  of  "we 
count  the  calories,  you  lose  the  weight" 
for  their  Limmits  product  range.  They 
state  that  four  out  of  ten  meal  replace- 
ments of  this  sort  in  1978  were  from  the 
Limmits  range,  and  they  believe  that 
the  new  style  advertising,  worth 
£400,000,  and  a  programme  of  promo- 
tional support,  will  boost  the  figures  still 
higher  in  1979. 

Bisks,  a  similar  product,  is  available 
from  Ashe,  a  company  which  really 
covers  every  angle  of  the  slimming 
market.  Their  latest  addition  is  Bisks 
Breakfast  (£0.66),  a  breakfast  replace- 
ment orange  or  grapefruit  flavour  drink 
which  contains  vitamins,  minerals  and 
protein.  Also  in  the  range  are  Bisks 
biscuits  and  chocolate. 

A  new  company  entering  the  meal 
replacement  field  this  year  are  Unipharm 
Pharmaceuticals,  an  Australian  company 
which  has  recently  set  up  operations  m 
the  UK.  Their  involvement  in  the 
Australian,  New  Zealand  and  South-east 
Asian  outlets  has  shown  a  marked  em- 
phasis in  the  past  ten  years  on  nutri- 
tional and  dietary  products.  Their  first 
product  to  be  introduced  in  the  UK  is 
Slim  Guard.  It  comes  in  a  ten-meal 
resealable  can  and  only  water  need  be 


added.  The  product  contains  an  ingredi- 
ent called  carregeenan  which  gives  a 
feeling  of  fullness  and  takes  away  iht- 
desire  to  eat  between  meals.  It  is  avail- 
able in  vanilla  flavour  only,  each  pack 
also  contains  a  diet  plan.  A  television 
commercial  showing  a  girl  losing  nearly 
a  stone  in  one  week  (which  for  most 
people  is  perhaps  too  much  too  fast) 
will  be  seen  in  the  Yorkshire,  Tyne 
Tees,  Midland  and  Granada  television 
areas  and  a  campaign  will  also  be  run 
in  women's  magazines  incorporating 
vouchers  and  sample  offers.  Slim  Guard 
will  be  distributed  to  chemists  h\  Phar- 
magen. 

One  kind  of  slimming  product  which 
IS  in  general  use  throughout  Ihe  year 
and  really  needs  no  explanation,  is  the 
artificial  sweetener.  Swcetcx,  Herme- 
selas,  Sa.xin  and  Mmisax  arc  some  brand 
names  with  which  you  will  undoLibtedly 
be  familiar.  The  artificial  sweetener 
sector  of  the  market  is  now  estimated 
to  be  worth  approximately  £10  million. 

There  are  of  course  many  other 
products  available  which  you  might  be 
asked  about.  To  find  out  more  about 
them  so  that  you  can  explain  how  they 
help  slimmers  achieve  their  aim  yoti 
cotild  make  a  point  of  reading  the  backs 
of  the  packs  and  asking  the  representa- 
tives about  them. 


Shown  below  are  various  products  available  in  the  slimming  market.  Top  left  is  the 
new  Simbix  14-Day  Bran  Plan  from  Ashe  and  top  right  shows  Carnation's  product 
Slender  in  use.  Bottom  left  is  the  new  product  from  Unipharm,  Slim  Guard,  and  bottom 
right  is  HPD,  the  new  meal  replacement  product  from  Unicliffe. 
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SELLING 


The  awkward  customer 


1.  John  Cleese  looks  bewildered  as  he  tries 
to  deal  with  a  silent  customer  by 
pestering  him.  Wrong! 

2.  "What  on  earth  does  Connie  Booth 
want?"  asks  John  Cleese.  Be  patient 
and  smile! 

3.  John  Cleese  not  coping  with  the  customer 
who  will  not  stop  talking.  He  is  displaying 

boredom  and  frustration.  Wrong! 

4.  Angharad  Rees  anticipates  Tim  Brooke- 

Taylor's  every  need. 


In  any  selling  situation  there  is  a  con- 
frontation between  at  least  two  people, 
the  buyer  and  the  seller.  If  either  of 
those  two  people  happens  to  be  feeling 
a  bit  out  of  sorts  that  confrontation  can 
be  very  difficult.  In  the  long  run  the 
best  way  to  learn  to  deal  with  these  situ- 
ations is  by  experience.  There  are  how- 
ever certain  training  aids  which  can 
help  in  the  shorter  term.  One  of  these 
aids  comes  in  the  form  of  a  series  of 
"customer  relations"  films  from  a  com- 
pany called  Video  Arts. 

This  independent  company  was  formed 
in  1972  by  a  small  group  of  television 
professionals  with  the  aim  of  producing 
training  films  that  combine  the  highest 
standards  of  entertainment  with  maxi- 
mum training  impact.  Since  then  it  has 
produced  32  films  which  have  won  39 
awards  in  international  festivals.  The 
films  are  ail  united  by  certain  principles; 
they  aim  to  change  attitudes,  open 
minds  and  remove  prejudices. 

The  two  films  we  are  looking  at  here 
— Awkward  Customers  and  More  Awk- 
ward Customers — both  feature  John 
Cleese  and  were  partly  written  by  him. 


Ten  ways  to  be  Supersalesgirl  79: 
One — Do  not  experience  unpleasant- 
ness from  a  customer  as  a  personal 
insult  and  therefore 
Two — do  not  become  angry  or 
Three — attempt     logical  argument. 
Logic  never  really  won  any  friends. 
However 

Four — do  not  grovel  either,  apologise 
only  for  specific  grievances  and  re- 
member 

Five — Do  not  be  personally  upset  by 

rudeness.   Rude   people   tend   to  be 

rude  to  everyone  so  never 

Six — show   any   anger,   boredom  or 

frustration   in   your   face.   It's  very 

easy  to  do,  strive  to 

Seven — keep  cool  and  stay  polite. 

Eight — Never  pretend  to  know  things 

that  you  do  not,  you'll  only  be  found 

out. 

Nine — Patience   too   is   vital,  never 
pester  and  always,  always,  especially 
when  you  feel  least  like  it 
Ten— SMILE. 


Other  faces  which  might  be  familiar  in 
the  Video  Arts  films  are  Angharad 
Rees,  June  Whitfield,  Patricia  Rout- 
ledge,  Bernard  Cribbins  and  Lynn  Red- 
grave. The  films  are  designed  particularly 
to  engender  discussion  between  the 
watchers.  It  is  this  discussion  plus  the 
points  illustrated  in  the  films  which  re- 
assures and  supports  counter  assistants 
so  that  they  leave  the  showing  more  con- 
fident that  it  might  be  the  customer  who 
is  the  problem.  Until  this  is  brought  out 
into  the  open  many  of  them  are  liable 
to  the  anxious  suspicion  that  any  problem 
stems  from  their  own  inadequacy.  The 
films  aim  to  show  that  close  encounters 
of  an  unpleasant  kind  with  customers 
should  not  be  experienced  by  the  assis- 
tant as  a  personal  conflict,  but  as  a 
professional  challenge.  Assistants  worried 
by  a  customer's  behaviour  or  their  own 
reaction,  should  talk  with  colleagues. 
They  will  find  that  others  experience 
the  same  agonies. 

Information  about  these  films,  their 
availability  and  prices  can  be  obtained 
from:  Video  Arts  Ltd,  Dumbarton 
House,  68  Oxford  Street,  London  Wl. 
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ON  TEST 


Test  marketing  projects  seem  to  be 
widely  misunderstood.  Companies  un- 
dertake them  literally  to  "test  the  mar- 
ket"; to  see  if  the  buying  public  are 
ready  for  a  particular  product  and  to 
see  if  they  have  got  that  product  right. 
Even  if  a  test  market  project  is  aban- 
doned a  lot  of  very  useful  information 
can  be  gained  by  it.  Tn  that  respect  they 
are  never  wasted. 

From  a  publicity  point  of  view  some 
companies  seem  to  have  a  rather  con- 
fused and  contrary  attitude  to  test  mar- 
ket undertakings.  Naturally  enough  they 
want  to  publicise  the  product  as  much 
as  possible  within  the  test  areas.  Test 
market  areas  always  follow  as  closely  as 
possible  the  boundaries  of  independent 
television  channels.  Products  sold  into 
shops  in  a  particular  area  are  then  adver- 
tised on  television  in  that  area. 

There  are  however  occasional  distri- 
bution problems  and  the  product  might 
just  slip  through  those  test  boundaries. 
If  the  product  itself  doesn't,  you  can  be 
sure  that  word  of  it  will.  Furthermore, 
particularly  paranoid  companies  please 
note,  news  of  a  new  product  on  test 


market  is  bound  to  reach  the  ears  of 
competitors,  even  if  Press  and  retailers 
sign  oaths  of  secrecy  in  their  own  blood. 

Because  of  this  it  is  vital  that  all  retail 
outlets  who  may  be  concerned  should  at 
least  know  something  of  a  product  that 
is  being  test  marketed.  Tf  a  customer, 
recently  returned  from  staying  with 
Auntie  Freda  in  Birmingham,  asks  for 
a  product  she  saw  advertised  on  tele- 
vision in  the  Midlands,  the  retailer  should 
be  able  to  tell  that  person  why  he 
hasn't  got  it.  So  much  better  for  the 
blood  pressure  of  all  concerned  than  if 
the  customer  is  met  with  a  blank  stare 
and  a  flat  denial  of  the  existence  of  that 
product. 

Unsuccessful  Ban 
A  recent  test  marketing  exercise  which 
could  be  said  to  have  "gone  wrong"  was 
that  undertaken  by  Bristol  Myers  in  the 
Tyne  Tees  television  area.  Ban,  a  non- 
aerosol  antiperspirant  was  launched  into 
that  area  in  July  1977  but  has  since 
been  withdrawn.  The  product's  selling 
points  were  said  to  have  been  its  econ- 


omy and  efficiency  (C&D.  July  16 
1977,  p82),  but  it  was  also  aimed  at 
those  people  who  were  worried  about 
the  stories  coming  out  of  the  States 
about  the  dangers  of  the  propellants 
used  in  aerosol  antiperspirants,  but  who 
still  preferred  a  spray  to  a  roll-on.  The 
company  are  charmingly  frank  about 
telling  us  that  it  was  not  a  hundred  per 
cent  successful,  mainly  they  say  because 
of  lack  of  consumer  off-take  coupled 
with  the  high  cost  of  production.  They 
also  say  that  they  will  be  evaluating  the 
results  of  the  test  carefully. 

Undaunted  however  Bristol  Myers  are 
carrying  on  with  their  test  market  pro- 
gramme and  have  gone  in  to  the  West- 
ward, Harlech  and  Southern  television 
areas  with  a  new  product. 

Another  natural  from  Cfairol 

Clairol's  Natural  Balance  shampoo 
(95ml  £0.44,  190ml  £0.72)  will  join  the 
recently  relaunched  Natural  Balance 
conditioner  on  the  shelves.  It  is  des- 
cribed as  a  pH  balanced  shampoo,  that 
is  one  that  will  not  strip  the  hair  of  its 
protective  film  or  affect  its  "natural 
balance".  It  is  available  in  four  variants, 
each  containing  natural  ingredients,  says 
the  company.  There  is  meadowsweet  for 
dry  hair,  marigold  for  normal,  rosemary 
for  problem  and  lemon  balm  for  greasy. 

The  bottles  are  the  same  shape  as  the 
new  Natural  Balance  conditioner  bot- 
tles and  the  name's  the  same  because 
the  company  feels  it  is  an  ideal  one  for 
a  hair  care  product. 

They  are  supporting  Natural  Balance 
shampoo  with  a  television  campaign  in 
the  test  areas  of  Westward,  Harlech  and 
Southern  which  has  a  national  equiva- 
lent (that  is  an  estimated  figure  of  what 
a  similar  nationwide  campaign  would 
cost)  of  £480,000.  The  commercial  will 
be  seen  during  April,  May  and  July. 

Consumer  trial  will  be  further  en- 
couraged by  5p  coupons  which  will  be 
attached  to  a  free  publication  called 
Shopping  Scene  distributed  to  homes 
throughout  the  test  areas.  Display 
material  will  also  be  available  to 
chemists  in  those  areas  who  will  be 
stocking  it  and  the  product  will  be 
prepacked  in  units  containing  two  dozen 
bottles. 

Some  other  products  currently  being 
test  marketed  around  the  country  are 
Newborn  Skin  from  Care  Laboratories, 
Zest  soap  and  Wondra  skin  conditioner 
from  Proctor  &  Gamble  and  Deep 
Fresh  bath  additive  from  Reckitt  & 
Colman.  We  hope  to  be  bringing  you 
news  of  these  and  other  items  "on  test" 
m  future  issues  of  Beauty  Business. 
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HEY  BIG 

Slender 


BIG  Slender  The  dynamic  (arnation  brand 
that  has  made  the  Slimming  Aid  marl<et  what 
it  is  today. 

BIG  Slender  The  Slimming  product  with 
the  big  range  of  big  selling  flavours. 

BIG  Slender  The  biggest  spending 
slimming  product  on  TV  this  year. 
A  total  spend  of  an  amazing- 

^750,000 


Spend  a  little  time  to  increase  your 
stock  levels  across  all  Slender  flavours. 

Be  ready  tor  those  new  Spnng  Slender  customers  who  will  want  to  spend  a  lot  with  you. 
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